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Strategije družbenih medijev so sestavni del splošne tržne strategije neodvisnih založb kot poceni tržna 
alternativa, ki ponuja ustrezna orodja za doseganje, ciljanje, povezovanje in doseganje potrošnikov. 
Platforme družbenih medijev omogočajo neodvisnim založbam različne možnosti za negovanje 
raznovrstnih dimenzij potrošniškega sodelovanja (kognitivne, afektivne, družbeno-interaktivne in 
vedenjske) kot podlaga za razvoj pozitivnega in humaniziranega odnosa do blagovne znamke. V 
magistrski nalogi je podana primerjalna analiza strategij družbenih medijev, ki jih Café del Mar, Buddha 
Bar in Cafe De Anatolia uporabljajo na platformah družbenih medijev (Facebook, Instagram in You tube) 
kot izbrane neodvisne glasbene založbe, ki so uspešne pri uporabi tržnih orodij za družbene medije za 
ohranjanje potrošniškega sodelovanja z njihovo globalno bazo oboževalcev. Da bi dokazali, da te tri 
neodvisne založbe uporabljajo podobne strategije družbenih medijev, pa vendar imajo različne rezultate 
pri vzdrževanju angažiranosti potrošnikov, smo obravnavali izbrani vzorec glavnih zainteresiranih strani 
tj. uporabnikov in organizatorjev neodvisnega poslovanja. Obravnava temelji na tehnikah strukturiranih in 
nestrukturiranih intervjujev kot temelj celostnega kvalitativnega pristopa za povečanje zanesljivosti in 
gotovosti rezultatov raziskave. Naše raziskave potrjujejo, da neodvisne založbe uporabljajo iste strategije, 
tj. strategijе transakcij in odnosov, vendar z drugačnim tržnim poudarkom. Café del Mar uporablja dvojni, 
Buddha Bar trojni, Cafe De Anatolia pa celoviti poudarek. Razlike so v količini izmenjanih vsebin na 
družbenih omrežjih, personalizaciji, sprejemanju kritik in predlogov, družbeni interakciji, odzivnosti in 
ravnanju s krizo COVID-19, ki je večinoma odvisna od stopnje razvoja IRL, lokacije in podobe blagovne 
znamke. 
Ključne besede: Družbeni mediji; Platforme za družbene medije; Tržna strategija; Glasbene založbe. 
 
Independent (Indie) Record Labels on Social Media 
Summary 
Social Media strategies are an integral part of the Indie Record Labels overall marketing strategy as non-
expensive marketing alternative that provides adequate tools in reaching, targeting, attaching and 
attaining consumers. Social Media platforms enable Indie Record Labels with various possibilities in 
nurturing the dimensions of consumer engagement (cognitive, affective, social-interactive and 
behavioural) as a basis of developing a positive and humanised brand relationship. This master thesis 
provide a comparative analysis of Social Media strategies used by Café del Mar, Buddha Bar and Cafe De 
Anatolia on Social Media Platforms (Facebook, Instagram and Youtube) as a chosen Indie Record Labels 
that are successful in the use of Social Media marketing tools in maintaining an overall consumer 
engagement with their global fan-base. In order to prove that the three Indie Record Labels use similar 
Social Media strategies, yet they show different outcomes in maintaining consumer engagement, a 
selected sample of the main stakeholders of consumer engagement is examined i.e. consumers and 
insiders of Indie Record Labels businesses. The examination is based on the techniques of structured and 
unstructured interviews as a basis of integrated qualitative approach in order to increase the reliability and 
certainty of the research findings. Our findings approve that Indie Record Labels use the same Social 
Media strategies i.e. transactional and relationship strategy, yet with a different marketing focus, whereas 
Café del Mar use double- , Buddha Bar use triple- and Cafe De Anatolia use a comprehensive focus. 
Differences are found in the quantity of sharing content on Social Media, personalisation, critics and 
suggestions acceptation, social-interaction, responsiveness and handling the situation with the COVID-19 
crisis that mostly depends from the level of IRLs development, location and brand image. 
Keywords: Social Media; Social Media Platforms; Marketing strategy; Indie Record Labels. 
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1.1 Statement of the Problem 
Nowadays, the profit of IRLs shifts from physical business section to virtual marketing section 
(Haynes & Marshall, 2017). SM enables IRLs with an innovative way of communication that 
results with relocation of store products on online shelves releasing them from their physical 
package. 
The variety of SM strategies and marketing tools has developed IRLs ability in creating 
productive brand engagement. According to Loureiro Correia (2015) the SM strategy could add 
symbolic meanings and social value to audience, making the brands more present in their mind. 
De Chernatony & Riley (1998) conceptualize the idea that humans anthropomorphize inanimate 
objects and could think about brands as if they were human characters. The deep relationship 
between a brand and its audience could lead to a connection, a deep self and social identification 
with the brand (Loureiro Correia, 2015). 
SM is an engaging area of research that rapidly evolves. SM uses its strategies to provide a 
message that best matches its target audience. According to Qualman (2013) and Hanna et al., 
(2011) “SM touches nearly every facet of our personal and business lives, so it is imperative for 
it to be an integral part of a brand‟s overall strategy“ (Kilgour, Sasser & Larke, 2014). SM allows 
the formulation and transfer of user‟s generated content, representing a rich context for the 
audience, fostering the creation of strong, interactive consumer relationships and directly 
increasing the brand engagement (Dessart, Veloutsou & Morgan-Thomas, 2015). According to 
Adams (2012) and Phillips (2008) and also due to the SM‟s prevalence and audience behavioural 
preference, the mass model of SM has been transformed into a ''paid, owned and earned media 
model'' (Kilgour, Sasser & Larke, 2014). This transformation of SM enables the audience to 
influence and contribute to the brand content (Fetscherin, Boulanger, Goncalves Filho & Qurioga 
Suki, 2014). For these reasons, SM strategies are taken as the main context of this master‟s 
thesis. 
SMPs provide various dimensions of brand engagement. These platforms lead users to connect 
with one another, to freely discuss a brand, to conduct product and price comparisons, to 
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personalize product features and ultimately, to make purchases (Vernuccio, Pagani, Barbarossa 
& Pastore, 2015). IRL that utilize SM marketing must carefully analyze the large amount of 
audience information available to them, listen to their conversations and determine the needs and 
segments that will be most receptive to different approaches (Kilgour, Sasser & Larke, 2015). It 
is crucial for IRLs to understand how different groups of audience influence, receive, curate and 
interact via SM. The greater the depth of this knowledge, the greater is the effectiveness of IRLs 
developed content marketing strategies (Kilgour, Sasser & Larke, 2014). 
 
1.2 Importance and Scope of the Study 
SMPs provide new forms of reaching consumers directly, where communication channels not 
only have technical characteristics, but also social-interactive potential. This creates new 
relationships among content producers, distributors and audiences (Zerfass, Vercic & 
Wiesenberg, 2016). SM strategies provide a new ability for consumers, to be expressed and be 
connected (two-way) instead of just being informed (one-way) (Croteau & Hoynes, 2014;  
Zerfass, Vercic, & Wiesenberg, 2016). Both 'sender' and 'receiver' are engaged in the 
communication process. However, to remain engaged and receptive to the message, SM users 
must feel satisfied with their own experience on SMPs (Rauniar, et al., 2013). With the right SM 
marketing strategies, companies can widely expand brand engagement which can further 
influence their relationship with audience (Loureiro-Correaia, 2015). 
SM strategy is used in various industries, with the music industry being at the forefront, whereas 
major record labels like Universal, Sony, and Warner have an enormous amount of finances 
intended for SM marketing, meanwhile IRLs tend to have a lack of finances. As a consequence, 
small IRLs are „obligated‟ to obtain the best possible results with the least expensive marketing 
tools (Kwettr, 2019). Some of the IRL perceive SM as the most progressive, cheap, and adequate 
tool to correspond the marketing power of the gigantic companies. However most of them fail to 
recognize this potential. Due to this situation the second is perceived by audience as highly 
distant, unreachable, uninteresting, and impersonal resulting in a dehumanizing brand image. 
SMPs made an expansion in brand engagement, enabling IRLs with the use of innovative 
marketing tools and techniques in order to reach audience worldwide and build a great 
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relationship with them (Haynes & Marshall, 2017). SMPs provide various dimensions of brand 
engagement. These platforms lead users to connect with one another, to freely discuss a brand, to 
conduct product and price comparisons, to personalize product features and ultimately to make 
purchases (Vernuccio, Pagani, Barbarossa & Pastore, 2015). 
Brodie et al. (2001) define brand engagement as “a psychological state that occurs through 
interactive, co-creative consumer experiences with a focal agent/object”. According to Vargo & 
Lysch (2004) “by being engaged, consumers exhibit dispositions that go beyond traditional 
market-ascribed consumer behaviours, in accordance with the value co-creation logic“. Koh & 
Kim (2004) and Veloutsou (2009) observed that consumers consciously join groups of like-
minded individuals who interact around a focal object, which often being a brand (Dessart, 
Veloutsou & Morgan-Thomas, 2015). 
The mechanisms behind the relationship between brand and audience are explained by Fournier 
(1998) in his Brand Quality Model that focuses on consumer relationship dimensions of 
love/passion, brand partner quality, intimacy, interdependence, commitment and self-connection 
(Loureiro Correia, 2015). Brands are identified as relationship partners with many different 
constructs used where this relationship could have a spectrum of intensities of emotional bonds 
with their consumers (Fetscherin, Boulanger, Goncalves Filho & Qurioga Suki, 2014). 
According to Gambetti et al. (2012) brand engagement is a composite of experiential and social 
dimensions, where social networks continue to present challenges.  
Currently, more and more IRLs are interested in acquiring knowledge about how audience 
relates to brands through SM marketing that causes them to experiment with different SM 
strategies with an aim to create positive consumer relationships. According to Aggarwal (2004) 
there are two relationships: exchange relationships (benefits are given to others to get something 
back) and communal relationships (benefits are given to show concern for other's needs) 
(Loureiro Correia, 2015). Fournier (1998) find that “at the core of all brand relationships there is 
a rich affective grounding reminiscent of the concepts of love in the interpersonal domain“ 
(Wallace, Buil & De Chernatony, 2014). 
This master thesis has conducted a foundation of literature in the field of SM strategies, brand 
engagement and especially consumer relationship referring to IRLs. The scope of this master‟s 
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thesis is limited to three IRLs as follows: Café del Mar (CDM), Buddha Bar (BB) and Cafe De 
Anatolia (CDA) as brand companies that use the same SMPs (Facebook, Instagram and 
Youtube) in order to connect with their global audience and nurture a positive relationship which 
leads to brand engagement. Recently, practitioners and academics have suggested that audience 
behaviour provides insights about brand engagement on SMPs (Wallace, Buil & De Chernatony, 
2014) in many dimensions as cognitive, affective, social-interactive and behavioural that is 
further used as research basis. 
 
 1.3 Thesis Structure 
The master‟s thesis is organized in Introduction, Literature Review, Research Method, Results 
and Findings, Conclusion, Literature and Appendices. Literature Review has a triple-focus, 
where it‟s “opening” is a theoretical part of SM, IRLs and SM and SM marketing strategies and 
“transitioning” to individual quantitative and qualitative analysis of IRLs and SM strategies and 
“closing” with a comparative analysis of the three IRLs in this research. Furthermore, the 
Research Method constituents are explained (purpose, methods, techniques and hypothesis) in 
order to better understanding of the basics of the previous and afterwards work. A qualitative 
approach is presented in the Results and Findings section where unstructured and structured 
interviews are analyzed and least, but not last a discussion with a confirmation of research 
hypothesis is presented according to overall results from all researches. As a conclusion the main 
revelations of the overall exploration and research are presented, where the final pages include 
the scope of literature that was used and appendices that without which the research couldn‟t 








2. LITERATURE REVIEW 
2.1 Definition of Social Media 
SM is a “virtual reality” based on user generated content, where not only users have an ability to 
list, view, watch and read a context in which they are interested in, but they can also interact with 
other users in perspective of their real and virtual personality (Steenkapm & Hyde-Clarke, 2014; 
De Nardis, 2014). SM is a “network sphere” where users “can create, edit, change, archive, 
interact and share content with other users” (Rauniar et al., 2013). According to Boyd & Ellison 
(2007) SM allows users with three services: creating personal profile page; connection with other 
users (friends, followers/following and connections); and access to other diverse private or 
business content. More specific, SM is a network based on two levels: 1) personal profiles and 2) 
diverse communities i.e. users create their virtual-self (profile) and discuss their personal 
thoughts in interaction with other users (communities) (Kietzmann et al., 2011). Audience has 
already integrated SMPs in their everyday lives, while having an ease in accessing desired brand 
content with which they self-identify. On these “brand pages” they can personally or 
anonymously exchange thoughts and interests and participate in co-creating future brand content 
(Deighton & Kornfeld, 2009). 
The equilibrium point of SM is the user-driven marketing strategies and different tools of chosen 
platform in uniformly constructive way. On the platform, the brand can place their “virtual 
image” and share content according to its marketing strategy and defined goals (Keller, 1993). 
By viewing the brand content, users evaluate this virtual image based on their own perspective of 
value and popularity (Reece, 2010). 
SM is understood as a technology through which IRLs can build brand engagement with their 
audiences, similar as a productions system, where the input is “personalizing” and the output is 
“monetizing” their relationship. More precisely, SM is contributing with an invisible system of 
materialising brand engagement into financial income. This relies on “making friendship” 
(Baym, 2012) with audience that has a bilateral benefit i.e. IRLs are gaining a financial income 
and audience getting an emotional reward that includes: self-esteem; self-worth and community 
affiliation. Moreover, SM enabled audience with more options on how to consume music by 
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using distribution channels where they can buy and own desired music as a collective products 
(whole album) or individual products (one song). Among other benefits, audience is enabled to 
access an online music base, where they can take their needed time in observation and making a 
decision about which music products they would like to buy (Dias dos Santos, 2016). 
The borders of real-life are cultivated in SM settings (Algesheimer et al., 2005; Bagozzi & 
Dholakia, 2006), as dependents of a chosen content strategy. In achieving the highest level of 
brand engagement on SM, Brodie et al. (2011b) propose three key markers that the brand should 
nurture on a daily basis: shared consciousness, shared rituals and traditions and a sense of moral 
responsibility. 
Each SMP has an unique marketing tools and methods that IRLs can use in their marketing 
strategy. IRLs understand SMPs as an incredible possibility for marketing promotion of their 
music, artists, products, services etc. There is a large base of SMPs that IRLs can use, including 
Facebook, Instagram, Twitter as sites with a networking content and music content sites such as 
Youtube, Soundcloud, Songkick, with an addition to Spotify that is not traditionally a SMP, yet 
it‟s a well-known by other platforms users (Hutchby, 2001). 
In this master thesis the groundwork of the SMPs analysis are Facebook, Instagram and Youtube. 
According to Malhotra et al. (2013) Facebook is the main SMP on which brands can achieve 
highest success in gaining attention and building a strong relationship with their audience. On 
this SMP, the number of followers, emoticons, comments, recommendations, shares etc., are a 
strong research fundamental in measurement of brand engagement (Chauhan & Pillai, 2013; 
Hoffman & Fodor, 2010; Malhotra et al., 2013). On Facebook, IRLs can share content as images, 
text, direct-links, videos/live performances, etc., simultaneously the audience (by own decision) 
can also share their own content based on their knowledge and experience, recommend or 
criticize a brand page, leave a comment or reply to other users and share their emotions by 
placing emoticons.    
Emoticons are related with audience self-expression and they transform thoughts in actions. This 
paradigm (Gronroos, 2007) subsists in the brand virtual reality, where with emoticons the 
audience can approve/disapprove the brand marketing activity. In audience minds, with 
emoticons they make a self-presentation outside of the computer box i.e. directly to the brand 
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(Schau & Gilly, 2003). There is a set of emoticons available on Facebook, where “Like” and 
“Heart” are reactions that represent positive emotions and show interest in “self-identification” 
with a brand. By pressing “Wow” emoticon, it‟s featured that the audience is excited and pleased 
from brand content, yet this is also a positive emoticon. Contrary the emoticon “Angry” signals 
that audience is angry about brand content, or not pleased, not interested and sometimes bored. 
Sometimes, ambiguity occurs when it is tried to determinate the emoticon “Laughing”. This 
insecurity can vary from positive (e.g. funny, interesting, happy, comic etc.), to negative 
expressions (e.g. underestimation, absurd, bizarre, goofy etc.). The same situation also occurs 
with emoticon “Cry” that in some occasions can have more positive than negative meaning (e.g. 
sadness, awaken memories, grief, melancholy etc.). However, emoticon options on Facebook 
enable a deeper brand engagement, than the single “Heart” on Instagram or “Like/Dislike” 
reactions on Youtube (Muniz & O‟Guinn, 2011). 
Instagram has a “Wall” option where the brand can share content, and audience can leave its 
comment. As previously mentioned, Instagram doesn‟t have different emoticons, but this 
platform is powered by its “Stories”. In this section, IRL can share content on daily-basis (e.g. 
images, videos, text, stickers, quizzes etc.) allowing audience to leave a comment or a sticker as 
“Like”, “Heart”, “Crown”, “Fire” etc.   
Youtube is a platform that offers the best marketing tools in reaching audience, with its feature 
of “space shifting” i.e. viewing content from any geographical space in the world in any time-
zone. Youtube is a video-sharing service and leading global community of the music industry. 
On this “core strategic tool” IRLs can upload their music videos, create playlists and share other 
content as posts, questions, quizzes in order to interact with their audience in a written manner 
(Dugan, 2011). The audience can express positive/negative emotions on Youtube with pressing  
“Like” or “Dislike” reaction, and also a comment can be left on the video content. This SMP 
grants IRLs in covering market segments of audience that simply doesn‟t want to have a personal 
profile on Facebook or Instagram i.e. they are here „Just for the music“. On Youtube, IRL can 
place playlists as promotional agenda of their music and artists, create a post or quiz question, 
comment and reply to audience.  
According to Hollis (2011) “users that often comment to brand SMPs content have a higher 
influence on other users in replying them in the comment section”, than the brand itself. Also 
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users that place emoticons to brand SMPs content in average have 2.4 times more friends on 
their own profile, than other users (Nelson-Field, Riebe & Sharp, 2012). This implies that this 
audience is more inter-connected with brand pages on SMPs that is an added-value of brand 
engagement. 
 
2.2 Record Labels and Social Media 
SM increases the speed of brand growth (Thackeray et al., 2008) by erasing geographical 
boundaries and stereotypes; and virtual place so-called brand community of worldwide market 
segments. As a consequence, SM reduces entrance barriers to new IRLs (Malerba, 1999;Henry & 
de Bruin, 2011) by creating a “cheap” marketing space and reducing market research costs. SM 
has balanced the marketing power of music industry by opening space for “small players” that 
with the same array of marketing tools and techniques can fight with their “big rivals” and even 
attract and retain more audience than they can do themselves (Wikstrom, 2010). SM enables 
IRLs in drawing audience attention with much more ease than traditional channels (Collins & 
Young, 2010, pp. 351). 
IRLs are convinced that SM is a key to their market existence (Baym, 2012). SM possess a 
distinctive set of marketing tools and techniques that IRLs can use in order to create and 
maintain their brand image directly with their audience (Collins & Young, 2014). Those tools 
and techniques have made a redefinition of cultivating a long-term relationship with audience, 
which wasn‟t easy when IRLs artists‟ relied on traveling in order to introduce themselves to their 
fans (Sargent, 2009). This way, SM re-engaged IRLs with their audience. Through SMPs, IRLs 
can inform audience about upcoming events, releases, artists, meanwhile and audience can ask 
questions, discuss and comment, which generates the two-way social-interaction. This process 
creates a variety of music communities according to music preferences, where members have a 
variety of social-interaction tools (Kusek, 2014) using a community based communication 
language (music slang) and creating and modifying their own community culture (Haynes & 
Marshall, 2017). 
When the artists receive a record contract, the IRL focus on placing their content (image and 
music) on their SM pages (Osterwalder, 2007). IRLs are creating the visual image of their artists 
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according to market trends and tendencies. SM can deliver a positive reinforcement in managing 
artists‟ careers and minimize the traditional barriers they face in reaching global audiences 
(Haynes & Marshall, 2017). Furthermore after they finish with music production, they involve 
themselves in a marketing campaign that are all usually primarily distributed through SMPs in 
order to reach as many audiences possible (Dobie, 2001). 
Crucial component of IRLs content is their creativity that can achieve them a competitive 
advantage in relation to audience retention on their pages. In order of gaining more visits from 
SM users, IRLs have a multitude of marketing tools for constructing and altering their content. 
Shared content is visited by audience according to their “own wish or interest”. SM tools enable 
audience to send a global message (Owen & Humphrey, 2009). The opportunity to be heard, 
acknowledged and a part of brand community has a premium value for audience (Collins & 
Young, 2010). According to Calder et al. (2009) SM offers numerous stimulations and 
inspirations that users are receiving from the IRLs as a virtual sphere where they can interact and 
socialize.  Users can benefit from those interaction channels in order to nurture their personal and 
virtual relationship with IRLs. This process contains exchanges of thoughts and attitudes that 
inspire audience‟s cognitive ability to think, presume, act/react, judge and discuss with other 
users (and brands). There, the audience can exchange its real and virtual experiences in order to 
two-way connection with a given brand (Kaplan & Haenlein, 2010; Gummerus et al., 2012; 
Zaglia, 2013). More precisely, SM offers possibilities of inter-personal and intra-personal 
communication between brand and their audience, because they both have the possibility to be a 
“sender” or “receiver” (brand-audience; audience-audience; audience-brand). 
Interactivity contains three dimensions: perception (Newhagen, 2004; Wu, 1999), transfer 
(Kelleher, 2009; Rafaeli, 1988; Rafaeli & Sudweeks, 1997; Rogers, 1995; Stewart & Pavlou, 
2002); and ability to influence the action (Markus, 1990; Rust & Varki, 1996; Sundar, 2004). 
 Perception relies on audience expectations from a brand and other audience referring to 
interest in discussion and sharing experiences that is one of the basic variables which could 
help in measuring brand engagement (Sohn & Leckenby, 2002). 
 Transfer applies to the process of exchange thoughts, interest with the brand and audience by 
swapping feedback (reply) (McMillan & Hwang, 2002; Rafaeli, 1988). 
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 Influencing action is inspiring other user to participate in the virtual conversation to a degree 
according to their personal and virtual reality (Rafaeli, 1988, p.111). 
Interactivity is a dynamic participation in direct and indirect communication on brand pages. 
This can include comments (discussion), responsiveness (reply) and an array of expression 
alternatives in the comments section as emoticons, GIFS, text, links etc. (Rafaeli & Ariel, 2007)
.
 
Moreover, interactions between audience and IRLs can refer to causal relationship 
(action/reaction). Good example would be a situation when a user is asking a question in the 
comment section, (e.g. about the artist, music, promotion, positive/negative critique) and he/she 
is expecting a reply from the brand. The replier in this case can be the brand itself or another 
user. Those possibilities can encourage a discussion between audiences in a frame of whole real 
conversation. Those kinds of causal relationship are making the brand content even more 
interesting, which can attract and attach more audience to the page. This causal relationship, 
Avidar (2013) defines it as “responsiveness pyramid” making a differentiation between the 
reply (feedback) and interactivity. In other words the author defines “reply” as responsive 
comment and “first-starter comments” as interaction. When both are present on the brand page 
post, this means that IRLs have a high level of interactivity. 
SM has a synergy of integrated technologies which provides a mixture of communication 
channels which enable sociability between fans on brand pages (Liu & Shrum, 2002, p.54). 
Those communication channels include content (post & video), emoticons, comment, 
recommendations and shares as the fundamentals of page sociability. The higher sociability level 
derives from the interactivity level i.e. higher number of audience can exchange higher number 
of interactive and responsive comments, which leads to higher level of sociability. 
The scenario of interactivity and sociability is the greatest constituent in building a strong 
relationship with audience and enrichment of their experience with a given brand.  IRL can have 
diverse interactivity and sociability levels on their brand pages. Both levels also depend on the 
brand‟s cognitive effort in sharing content that challenges audience in more visits and higher 
interest for their brand page. In accordance to IRL, their artists are also a great constituent of 
brand engagement, on the ground that for the audience they are the main celebrities of the brand 
page, so their actions on social media platforms (e.g. answering questions, reply to audience and 
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commenting their own or brand content) can higher the brand page interactivity and sociability 
level. 
Even if users are a part of a same IRL community, it should be known that they can have many 
differences. Some users are genuine attached to some artist or music genre, and others are not. 
This can bring negative comments on shared content, which can be ignored or a trigger for more 
interactive and sociability exchanges among the users. In the last case, users that don‟t agree 
with given critiques, can start a constructive conflict applying to many interesting arguments in 
defence of IRL, artists, music genre etc.,  that can initiate a higher level of responsive comments 
and enrich the content of brand page. 
SM value to users is divided into utilitarian and hedonic value. Utilitarian value of SM refers to 
cognitive efforts that audience makes by participating in brand content (Dhar & Wertenbroch, 
2000). Contrary the hedonic value relates to the private experience that users have from brand 
page referring to their affective multisensory (Hirschman & Holbrook, 1982). This is a 
combination of their enjoyment and excitement with the content, satisfied desires and affective 
amusement (Strahilevitz & Loewenstein, 1998). 
Brand engagement is a motivational construction with varying intensity (Brodie et al., 2011a; 
Hollebeek & Chen, 2014) and involves marketing action (brand) and reaction (audience). The 
consequential reaction can influence a positive or negative effect in audience behaviour as 
leaving a bad review/recommendations or place a negative emoticon or comment on a brand 
page. 
The main factor for successful brand engagement on SMPs are the possibilities for participation 
in an online community as a construct of likely-minded audience as members (Algesheimer et 
al., 2005; Bagozzi & Dhokalia, 2006; Fournier & Lee, 2009; Schau et al., 2009). Brand 
community is a specially designed virtual sphere where users have access to a set of online tools 
to help them build a long-term relationship with the brand and other users (Muniz & O‟Guinn, 




Audience behaviour is deeply inter-connected with IRLs behaviour. That means if the IRLs don‟t 
respond on interactive comments and they‟re not responsive, than the audience will simply stop 
or reduce their level of social-interaction. 
 
2.3 Social Media Marketing Strategies 
SM is an integral piece of the long-term marketing strategy of IRLs (Qualman, 2013; Hanna et 
al., 2011) as a start-point in constructing personal relationship with their audience (Calder et al., 
2009). IRLs use a variety of marketing strategies through SMPs, based on their own decision. In 
relation to their special business nature, there are two main separated marketing strategies which 
can be used as transactional and relationship marketing strategies. Both strategies can be 
modified from IRL in terms of their preferred orientation. 
- Transactional marketing strategy 
Transactional marketing strategy is based on exchange of product or service between IRLs and 
their audience (Matricola, 2013). From this strategy, IRLs can choose the product or customer 
orientation. Product orientation is when IRL is focused only on music products and sales 
network which includes marketing promotion and marketing research. They usually research and 
promote music products and are disconnected from other business fields as their secondary 
activities. Contrary when customer orientation is chosen, IRLs are nurturing their growth on 
long-term and continuously marketing researches in relation to their audience preferences. The 
collected data is a basis of co-creation their products and modifying distributive channels in 
order to maximize the satisfaction of their audience. 
IRLs marketing research techniques often include marketing segmentation (music genres or 
artists) in order to get more tacit knowledge about consumer preferences that is further used in 
transforming music products in order to retain them as brand audience. Furthermore, information 
about “transformed” music products on SMPs in order to announce their audience that they are 




- Relationship marketing strategy 
IRLs use relationship marketing strategy in order to build a positive relationship with audience, 
by continuously satisfying their needs and desires. This leads to self-identification to IRLs brand. 
This strategy is similar to consumer orientation of transactional marketing strategy, but differs in 
the deeper approach, because it serves IRLs in building solid, long-term engagement with 
audience. IRLs that use this strategy are usually more aggressive than others, by sharing large 
base of content on SMPs. Their orientation is usually brand management with a focus on content 
quantity that satisfies a variety of market segments (Matricola, 2013). 
Even if they use distinctive marketing strategy, each independent record label maintains a same 
set of social media marketing activities as: product management, promotion, publicity, market 
research (Hall & Taylor, 2006) and customer relationship management. 
IRLs use the variety of SM multi-media tools (Mangold & Faulds, 2009) for creating and sharing 
a universal content referring to their work. The frequency of sharing depends from the chosen 
marketing content strategy as vital factor of their success (Mangold & Faulds, 2009).  As an 
effect to shared content, audience is able to social-interact with them through many 
communication channels as reactions, emoticons, comments, inbox (DM), recommendations etc. 
(Mangold & Faulds, 2009). 
This potential makes SM as a core component of their marketing strategies as a basis in 
achieving and retaining brand loyalty, that arises from the positive experience the audience has 
with a given IRL (Booth, 2011; De Vries et al., 2012). According to Couldry & Hepp (2013) SM 
does not only have a technological, but also humanization potential. As mentioned before, the 
usage of diverse set of SMPs can complement the whole marketing strategy of IRL in covering 
many market segments (age, gender, lifestyle, music, interests).   
In our further analysis of IRL strategies on SM, a brand engagement model that represents the 
previously mentioned dimensions of engagement and their indicators as basis of our assessment 




Figure 2.1 Model of dimensions and indicators of IRLs brand engagement 
 
Source: Calder & Malthouse (2004; 2005) and Calder et al. (2009) 
Our model is a constructional unit of brand engagement as an effect to IRLs activities on SMPs 
and their indicators as an effect from their audience. The reason for this is that the metrics of the 
level, intensity and frequency of brand/users actions/reactions can better explain the success of 
IRLs SM strategy. Four dimensions of brand engagement are taken that include the following: 
cognitive (metrics of followers and content), affective (metrics of emoticons), social-interactive 
(metrics of interactive and responsive comments) and behavioural (recommendations and 
shares). As a result of combining them in quantitative data and qualitative explanations, an 
overall image of IRLs brand engagement on SMPs were achieved. More precisely, the 
groundwork of the analysis is Calder & Malthouse (2004; 2005) and Calder et al. (2009) 
definition of brand engagement as process of audience thoughts transformation in an online 
activity (follow, emoticon, comment, reply, review/rate & share) where the audience makes a 
self-identification with a brand through their own values presentation and inter-group discussion 
as a complete experience from the brand page (Calder & Malthouse, 2004; 2005; Calder et al., 
2009). 
Brand engagement 
Cognitive dimension Followers and Content 




(Interactive and Responsive) 
Behavioural dimension Recommendations and Shares 
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- Cognitive dimension 
On SMPs arises the most difficult daily-based question for IRLs in managing a great relationship 
with their audience. The question is: What should we post today? The answer of this question 
is connected to the content strategy, which Andersen (2014) defines as “systematic plan that 
describes how content will be created, managed and delivered”. The content strategy is the most 
important strategy on SM for the reason that it represents IRLs virtual brand image to their 
audience. Nowadays the highly technological advantages of SMPs have a variety of tools which 
make the content strategy even wider and it requires a greater time-frame and effort in its 
management and maintaining (Andersen, 2014).  
The main marketing tools of IRLs content strategy are the “Post” and the “Video” options on 
SM. 
 The “Post” is the most used form of SM strategy, and can contain text, images, gifs or the 
mark # as connection link to a specified field of interest (e.g. Indie Music; Genre; Artist etc.). 
 The “Video” can be posted in two forms: as live video which has a “momentum” presence 
and just a shared video from the brand. 
They can be shared as combination or individually including plenty other tools such as text, link, 
media, images, feelings etc. This flexible format of SM grant IRLs with a possibility to create, 
co-create and alter the basic content into something “unique and appealing” that makes them an 
effective channel of connection.  
The volume of content depends of the brand cognitive dimension, where some IRLs make more 
effort and are more dedicated in achieving an explicit experience on their brand page in order to 
satisfy diverse market segments of user‟s preferences, tastes and desires. With IRLs cognitive 
efforts they cause a cognitive effect to their audience related to draw attention and content 
absorption resulting in following or subscribing to IRLs pages (Hollebeek, 2013; Patterson, Yu 
& Ruyter, 2016).  
Therefore, our assumption for assessment of brand engagement is found in the metrics of posts 




- Affective dimension 
Affective dimension seize activities refer to emoticons, with a respect on their meaningfulness 
(Calder et al., 2013). Brand attachment contains many affects including: kinship, friendship 
(Trinke & Bartholomew, 1997; Weiss, 1988) passion and connection (Thomson, MacInnis & 
Park, 2005), which can contribute in positive emoticons or negative emoticons as audience 
reactions. Some emoticons represent “brand love” as “Like” and “Heart” option, while others as 
“Angry” and “Laughing” refer to “disapproval”. Others as “Sad” and “Crying” represent 
“connection in a sad way”. This dimension is presented in the data. According to Gummerus et 
al. (2012) the relevance of SMPs metrics, such as number of „Likes“ can be used as an indicator 
to affective dimension of brand engagement, which is further used.  
The “Like” on SMPs as Facebook, Instagram and Youtube is exactly the online activity which 
initiates the “mirror process” with IRLs (Wallace et al., 2012; Ahuvia, 2005). This activity  
creates a common image of how the audience looks, thinks, feels and does (Reed et al., 2012, 
p.311) i.e. it describes their behaviour and characteristics (Aheame et al., 2005; Dholakia et al., 
2004; Homburg et al., 2009) as a member of the IRLs community (Escalas & Bettman, 2005). 
This stimulates the creation of “brand love” (Bergkvist & Bech- Larsen, 2010, p.506) that 
constructs an online psychological prototype of the audiences (Batra et al, 2012, p.2) that refers 
to brand engagement. Dholakia et al. (2004) state, that this is a “psychological effect that 
represents more personalized relationship with the brand”.  
Users using “Like” for brand content, make self-identification with the brand as a part of the 
brand uniqueness and its characteristics (Ahuvia, 2005). According to Lipsman et al (2012) and 
Trustov et al (2009) the users who constantly use “Like“ for brand content make a self-
expression of their feelings and ideal self in the online world, which may be or may not be a part 
in their personal world (Schau & Gilly, 2003). Those users who often express themselves in a 
positive way on brand pages usually get a badge from the brand (e.g. top fan), which put them in 
higher audience hierarchy. With this marketing tool, the top fans can influence other users in 
more engagement with brand content for getting the mentioned badge, or start a discussion with 




- Social-Interactive dimension 
Brand engagement represents the frame of human mind attachment to value of co-creation logic 
of the brand (Vargo & Lusch, 2004). More precisely, this is a psychological form of virtual 
experience that the audience has in its mind about given IRL (Brodie et al., 2011a, p.260). This is 
so called personal and social experience that lead to brand loyalty (Bowden, 2009, p.65). The 
model of brand loyalty has an ability to attach audiences and maintain a good relationship with 
them by using the SMPs social-interaction mechanisms. Those mechanisms can cause reactions 
(Brodie et al., 2011a) and influence positive effects in audiences‟ behaviour (Sprott et al., 2009; 
Van Doorn et al., 2010).  
In Maslov Pyramid of Human Needs, in the third place (of total five) is the need for love and 
belonging (Maslov, 1954). According to Gangadharbatla (2008) the audience can satisfy this 
need through social-interaction and discussion on SMP (Christodoulides, 2009). Heere et al. 
(2011) points out that audience perception of "belonging" in the SM community initiates a 
“participation” between audience and the brand based on their behaviour that transforms into a 
discussion activity (p.413). 
Social-interactive dimension refers to different content where audience can discuss with the 
brand, and other users. As indicator in this dimension are interactive (first-starter comments) and 
responsive comments (replies/feedback) which sometimes transform in a short or long discussion 
in the comments section. SMPs communities can use different dynamic activities that can inspire 
and encourage audiences in direct (with the brand) and indirect social-interaction (with other 
users) in relation to the specific nature of IRLs shared content. Fundamental point for high brand 
engagement arises from the social-interactive nature (Malthouse & Hofacker, 2010; Kuo & Feng, 
2013; Habibi et al., 2014) of SM marketing activities. This requires a constant work on IRLs 
marketing skills that refer to assessment of audience behaviour as an effect to brand activities. 
Here it must be mentioned the existence of audience that prefer in watching the IRLs content, yet 
doesn‟t want to comment at all (Vivek, 2009; Schaufeli and Bakker, 2004). 
- Behavioural dimension 
MSI (2010) defines behavioural dimension as brand imitating, whereas the audience agrees with 
every single aspect of IRLs strategy, and likes everything connected with the brand. This can 
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make the audience a part of the IRLs marketing puzzle, resulting with fan transformation to an 
influencer that recommend and share IRLs content (Brodie et al., 2011b). Recommendations are 
great support in maintaining a good brand image of IRLs and an assistant in selling artists music 
(Dugan, 2011). IRLs have a whole set of capabilities in constructing a strong virtual community 
in any SMP, where recommendations and shares have a crucial role in acquisition and retaining 
users in their online community. Recommendations are available on Facebook, where users can 
review/rate the IRL from 1*(stars) to 5*(stars) and leave a text comment about their satisfaction 
with its content. Shares contribute at time-frame reduction that refers to gaining more interest 
and visits from other users on SMP, where prior audience has a role of “mediator” in acquisition 
of new audience. 
The “Share” is an indicator of behavioural dimension, where the audience appreciates the content 
so much, so they make a decision to influence others by sharing IRL content on their SM profile 
in order to “show the world” that they are a part of IRL community. Influencers as a part of 
brand marketing are viewed trustworthy from the new audience which usually rely on their 
opinions, attitudes, and even more influencers can idolize IRLs and co-create with them (Booth, 
2011; Muñiz and Schau, 2011; Watts and Dodds, 2007). Vivek et al. (2004) and Vargo & Lusch 
(2004), point that the sharing is a part of the co-creation with the IRL. SMPs community of IRLs 
just don‟t represent the IRLs behaviour but also their audience, where sharing itself acquires 
interest from new audience as potential fan base. SM has transformed the old-fashioned 
marketing style of the IRLs, into a SMPs community where everybody is alone in contribution to 
the brand content, but altogether they represent the brand image (Harden & Heyman, 2009).  
Further an analysis of SM strategies of the IRLs is presented: CDM, BB and CDA, that they use 
on SMPs: Facebook, Youtube and Instagram. Brand pages on SMPs are the “electronic centre” 
of IRLs, where they place various marketing content, that not only allow a self-identification 
with the brand, but also encourages users in their mutual socialization (Wallace et al., 2012; 
2014). Such "electronic center" stimulates different dimensions of brand engagement (Hollebeek 
et al., 2014) by using the set of SM tools (Christodoulides et al., 2012; Vernuccio, 2014; Zaglia, 




2.3.1 Café del Mar – Social Media Marketing Strategy 
CDM is located in Sant Antoni de Portmany, Ibiza, established on June, 20
th
, 1980 and has 
expanded as an IRL since 1999 (Ibiza-Spotlight, 2019). As a stylish bar located on the edge of 
Mediterranean Sea, CDM is “a place of cult” and “must see” on Ibiza island (Café del Mar 
Brand, 2020). Since 2000, CDM has been a global franchise (sunset bar, club, hotel, boutique, 
airport lounge) with venues around the world (Café del Mar Music, 2020). Its venues are located 
in: Ibiza, Tenerife, Tarifa, Barcelona, Malta, Mamaja, Baku, Teresina, Puerto Plata and Sidney. 
The strategic core of CDM is a synergy of music, sensational sunsets and tempting cocktails that 
all-together generates its universal marketing concept (Ibiza-Spotlight, 2019). CDM sells 
millions of records worldwide with selected music as chill out, lounge, ambient, chill house and 
Balearic beats, that makes their own music genre (Café del Mar, 2020). Since the release of 
CDM Volume 1 in 1994, more than 70 compilations are produced and sold over time. Their 
music is a combination of wide appeal across cultures and people of all kind with a Balearic 
touch on the main sound (CDM, 2020). On CDM web-site, the music is classified by genres and 
volumes (volumes, dreams, terrace mix, jazz, best-of, chill-wave, classics, sunset soundtrack, 
Balearic grooves and ambience). CDM has three different websites in order of brand promotion 
(CDM Official – https://cafedelmar.com; CDM Brand Official – 
http://www.cafedelmarbrand.com and CDM Music Official – 
http://www.cafedelmarmusic.com). In relation to their SM strategy, CDM has a page on 
Facebook, Instagram and Youtube, as a basis of the further analysis. CDM manages one group 
on Facebook i.e. “CDM Music” oriented to new releases, compilations and brand promotion.  
- Cognitive dimension 
CDM page on Facebook has an orientation to promotion of Mediterranean Sea, Ibiza sunsets, 
venues hospitality, cocktails and the upcoming events. The page has 355k “Likes” and 351k 
followers. CDM opened an Instagram page on June, 3
rd
, 2015, with the same orientation as their 
Facebook and since its establishment the page has got 92.400 followers. CDM shared 9 posts on 
their Facebook and 31 posts on their Instagram page. Furthermore their content is divided by 
month from January to March (see Figure 2.2), by day – from Monday to Sunday (see Figure 




Figure 2.2 CDM content on Facebook and Instagram by month 
 
Source: Own research 
There is a great difference on CDM shared content on both platforms and it‟s undoubtedly that 
CDM shares more of their content on Instagram than Facebook. More precisely, CDM shared 31 
posts (77.5%) on Instagram and only 9 posts on Facebook (22.5%). According to month, it‟s 
observed that in the period of March, CDM presence is the highest with a participation of 38.7% 
on Instagram and 44.4% on Facebook, respectively. Separately, CDM has a high presence on 
Instagram during the previous months, whereas in January they shared 10 posts (32.5%), while 
in February they shared 9 posts (29%). The difference on Facebook is observed as +1 post on a 
month level, since they shared 2, 3 and 4 posts in the whole period, respectively. 
Figure 2.3 CDM content on Facebook and Instagram by day 
 



































From 91 days in the analyzed period, CDM shared content on 8 days (9.9%) and 30 days (33%) 
on Facebook and Instagram, respectively. On Facebook, CDM mostly shares content on 
Wednesday (33.34%) and Thursday (22.22%), and on medium, but equal level on Monday, 
Tuesday, Friday and Saturday (11.11%). It wasn‟t noticed any content that is shared on Sunday 
(0%) in the period of analysis. Meanwhile, CDM shares content on a daily-basis on Instagram, 
where the highest sharing level is observed on Friday (33.34%), Tuesday (23.34%) and Monday 
(16.67%). In other week days CDM share slightly less where the medium-point (10%) is 
observed on Saturday, lower on Wednesday and Thursday (6.66%), with a bottom-point on 
Sunday (3.33%). 
Figure 2.4 CDM content on Facebook and Instagram by type 
 
Source: Own research 
CDM maintains a transactional SM strategy on Instagram including only brand promotion 
(100%) as a focus component. More precisely CDM promotes their brand with regularly sharing 
images of Mediterranean sea, Ibiza sunsets, meals and cocktails, happy couples in their venues, 
creative interiors, and events (especially from Ibiza). Meanwhile, CDMs SM strategy on 
Facebook includes two components that are shared almost on equal level, that are Music (55.6%) 
and Brand promotion (44.4%) 
The Youtube channel of CDM has got 310.000 subscribers, since its establishment on June, 13
th
, 
2006. In the moment, there are 7 playlists available on CDM channel (see Figure 2.5). Overall, 



















Figure 2.5 Youtube playlists of CDM 
 
Source: Own research 
CDM has a content of 420 videos, which are divided into 7 playlists.  Half of the videos (50.9%) 
are included in two playlists with a same name “CDM Ibiza – Chill Out” that is 234 videos. In 
addition, CDM has other playlists as “The Best of CDM” (98 videos), “Album Previews” (61 
videos), “Monthly 1 Hour Chill-out Mixes” (48 videos), “HD Ibiza Sunset Videos” (18 videos) 
and CDMs “Radio” playlist.  
CDM shared only 2 videos on their Youtube channel, and hasn‟t shared any post at all. The both 
shared videos have about 80k views. 
- Affective dimension 
Overall, there are 3.373 emoticons on CDM content on Facebook.  More specific, in January 
CDM had 822 emoticons (2 posts), while in February (3 posts) and March (4 posts) were placed 








































Figure 2.6 Emoticons on CDM content on Facebook by month 
 
Source: Own research 
The multitude of CDM emoticons is represented by 2719 “Likes” (80.62%) and 578 
“Hearts“(17.13%). On monthly level, February bounced with 1094 ”Likes” and 268 “Hearts” 
The emoticons “Angry” and “Laughing” weren‟t noticed, while there is a minimal presence of 
55 “Crying” (1.63%) and 21 “Wow” (0.62%) emoticons. The posts on which CDM audience 
reacted the most on Facebook were both music videos, shared on January, 30
th
 and February 18
th
, 
2020, consisting an emoticon base of 424 and 421 “Likes”, yet also 76 and 117 “Hearts”, 
respectively (see Figure 2.7). 










































It must be mentioned that both posts are playlists from their Music, where the first one is about a 
daily-dose of chill from their web-site, while the second one is a Youtube video of an artist 
Andrew Weatherall (1963-2020) as a playlist of his music during a long period of time. 
Overall, there are 41.658 “Hearts” on CDM content shared on Instagram (see Figure 2.8). 
Figure 2.8 “Hearts” on CDM content on Instagram by month 
 
Source: Own research 
Mostly “Hearts” were noticed in March and that is 17.275 emoticons (41.4%) on 12 posts, while 
in February (10 posts) and January (9 posts) were noticed 11.935 (28.7%) and 12.448 “Hearts” 
(29.9%), respectively. The posts on which CDM audience reacted the most on Instagram were a 
brand promoting content from January, 31
st
 and February, 11
th
, 2020, that had 3.210 and 2912 
“Hearts”, respectively (see Figure 2.9). 
Figure 2.9 Most reacted posts of CDM content on Instagram 
 









Mostly, CDM promote its venues and Ibiza sunsets on their Instagram page. Their # refers to the 
brand name as #Café del Mar, #Café del Mar Ibiza and their main location #Ibiza as search 
keywords on Instagram.  
CDM shared only 2 videos and had 633 “Likes” (92.3%) and 48”Dislikes” (7.7%) on overall 
level (see Figure 2.10).    
Figure 2.10 “Likes” and “Dislikes” of CDM videos on Youtube 
 
Source: Own research 
More “Dislikes” were noticed on Video (1) that participate in 70.83% in the results of this 
section, while for the same video there are also more “Likes” that take 62.2% from the overall 
results. 













Video (1) Video (2) Total
394 239 633 





It should be emphasized that CDM videos are a full volumes of music that last more than 3 hours 
and are previously a part from their playlist section. On Youtube, CDM doesn‟t have significant 
presence due to their radio channels.  
- Social-Interactive dimension 
There is a great difference in CDM comment section between the platforms. More precisely, on 
Facebook only 71 comments (7.32%) on 9 posts are noticed; while on Instagram 898 comments 
(92.67%) on 31 posts are noticed (see Figure 2.12). 
Figure 2.12 Comments of CDM content on Facebook and Instagram by month 
 
Source: Own research 
Most of the comments on Facebook are noticed in March (54.92%), while on Instagram there 
was almost an equal level among months i.e. in January there were 311 comments (34.63%), 
while in February and March there were 285 (31.74%) and 302 comments (33.63%), 
respectively. CDMs most commented post on Instagram was previously shown in Figure 9, but 
another post from January, 9
th
 also bounced out with many comments, that was shared on March, 
25
th






















Figure 2.13 Most commented posts of CDM content on Instagram and Facebook 
 
Source: Own research 
Social-interactive dimension of CDM is mostly achieved by content that represents Ibiza and 
their sunsets. It was observed that the responsiveness is greater on Instagram, where the audience 
place more replies and emoticons on other followers‟ interactive comments.  
By type, the comments on both platforms are 70% interactive and 30% responsive comments 
(see Figure 2.14). 
Figure 2.14 Interactive and Responsive comments on CDM content Facebook and Instagram 
 















High presence of responsive comments is noticed on Instagram (32.1%), while they are 
extremely minimal on Facebook (4.2%). There are 68 interactive comments (95.8%) on 
Facebook and 610 (67.9%) as a majority on both platforms. 
- Behavioural dimension 
CDM doesn‟t have a recommendation section on Facebook, but the level of shares has a great 
significance in behavioural engagement. 
CDM has 279 shares on 9 posts on Facebook which make a coefficient of 31 shares per post. 
More specific, in January 31 shares (11.1%) were made, while in February and March 127 
(45.5%) and 121 shares (43.4%), respectively were made (see Figure 2.15). 
Figure 2.15 Shares of CDM content by month 
 
Source: Own research 
From CDM content, two most shared posts are recognized as shown in Figure 9 and 13 
respectively, but there is another post that bounced out, from March, 3
rd
 that had 35 shares, 














Figure 2.16 Most shared post of CDM 
 
 
Source: Own research 
The most shared content from CDM is usually related to their playlists and sunsets, with music 
playing in the background.  
2.3.2 Buddha Bar – Social Media Marketing Strategy 
BB is located in Faubourg St Honore, Paris, established in 1996, and has expanded as an IRL 
since 1999 (D‟Andrea, 2007). It was created by its visionary founder Raymond Visan, an owner 
of the famous Barfly in Paris and his partner Claude Challe after quiting his partnership in 1993 
from Ibiza‟s CDM. Similarly to CDM, this IRL is a “must see” and “be seen” place in Paris. BB 
is also a global franchise (bar, restaurant and hotel) with 26 venues around the World. Its venues 
are located in: Beirut, Dubai, London, Kiev, Cairo, Mexico, Monte Carlo, Manila (restaurants), 
Prague, Budapest, Paris (hotels), Evian-Les-Bains, Doha, Dakar, Budapest, Dubai (spa) etc. 
(Buddha Bar, 2020). The strategic core of BB is interior architecture that applies the feel of 
extraordinary wealth, which is characterized by Portuguese mosaics, Asian objects, ethnic fabrics 
and Buddha statues as a unique marketing concept (Buddha Bar, 2020). The music and image of 
BB are the immense tools utilized in conveying their brand message (Express Melody, 2020). 
BB sells millions of records worldwide with electro-lounge style music including ambience, 
world music, oriental music etc. (Buddha Bar, 2020). Their music also has elements of Zen, 
serenity and peace, which try to portray them in their popular music compilations. BB has an 
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online boutique for buying music on the own web-site (http://www.buddhabar.com/en/#). They 
use a marketing tool with a simple description of the products (genre, complier and track list), 
meanwhile they also offer beauty skin care and wellness products. 
- Cognitive dimension 
BB opened its Facebook page on September 8
th
, 2009, with an orientation to their restaurant in 
Paris, other venues and the upcoming events. The page has 191k “Likes”, 185k followers and 
99.336 check ins. BB opened an Instagram page on September 20
th
, 2016, with the same 
orientation as their Facebook page and since its establishment the page has got 185K followers.  
BB shared 20 posts on its Facebook and 32 posts on their Instagram page. Furthermore, a 
division of BB content is made by month from January to March (see Figure 2.17), by day – 
from Monday to Sunday (see Figure 2.18) and by content type: Music, Artist, Brand Promotion, 
Video/Live Shows and Products (see Figure 2.19). 
Figure 2.17 BB content on Facebook and Instagram by month 
 
Source: Own research 
BB content on Instagram was mostly shared in January (50%), while their high presence was 
also observed in February (34%). On Facebook, half of BB content was shared in January (50%), 
while the rest of content was shared on equal level in February (25%) and March (25%), 
respectively. March was also low with posts on Instagram (19%). It is assumed that BB doesn‟t 
have an equal presence on its Instagram page according to month, because it was noticed a high 



















Figure 2.18 BB content on Facebook and Instagram by day 
 
Source: Own research 
From 91 days in the analyzed period, BB shared content on 18 days (19.8%) and 31 days (34%) 
on Facebook and Instagram, respectively. On Facebook, they mostly shared content on Thursday 
(27.77%), Monday (22.22%) and Wednesday (16.66%). Medium level of sharing was observed 
on Tuesday and Sunday (11.11%) and slightly less on Friday and Saturday (5.55%). 
On Instagram, BB share its content mainly on Friday (22.58%), Monday (19.35%) and Thursday 
(16.12%). Medium, but equal presence was noticed on Tuesday, Wednesday and Saturday 
(12.91%), and lowest on Sunday (3.22%). 
Figure 2.19 BB content on Facebook and Instagram by type 
 






































BB maintains a SM strategy of brand promotion on both platforms, where this marketing 
component is 81.25% and 60% represented in their Instagram and Facebook content, 
respectively. BB doesn‟t include products promotion on any platform, while its music and artists 
have a significant part in its focus, especially on Facebook (40%) and slightly less (12.5%) on 
Instagram. BB shared only 2 video/live performances on Instagram (6.25%). 
The original Youtube channel of BB was deleted, but on May, 20
th
, 2019, BB announced that 
they have got a new Youtube channel, that was established on May, 18
th
, 2019. Their new 
Youtube channel has got 92.300 subscribers, even if there aren‟t available playlists in the 
moment. The total views of BB videos are about 1.5 million. BB has shared only 1 video on their 
Youtube channel, and hasn‟t shared any post at all. The video has got about 10k views. 
- Affective dimension 
Overall, there are 15.897 emoticons on BB content on their Facebook page. More specific, in 
January, BB has 5471 emoticons (10 posts), while February and March (5 posts) are placed 1484 
and 8942 emoticons, respectively (see Figure 2.20). 
Figure 2.20 Emoticons on BB content on Facebook by type 
 












































The observation represented mostly “Likes” (56.25%) and “Hearts” (34.1%). On monthly level, 
March bounced with 7.276 “Likes” (56.4%) and 1.593 “Hearts” (12.35%). There was a 
significant level of “Angry” (0.33%) and “Wow” (0.73%) emoticons, while “Laughing” (0.07%) 
and “Crying” (0.03%) were slightly less represented on BB content. 





 (see Figure 2.21).  
Figure 2.21 Most reacted post of BB content on Facebook 
 
 
Source: Own research 
The posts on Facebook on which BB audience reacted the most, were DJ Ravin‟s playlist and the 
artist‟s promotion, consisting an emoticon base of 2.291 and 4.407. “Likes”, yet 494 and 951 
“Hearts”, respectively. The post with more emoticons was also the most commented post, 
meanwhile the both were the most shared posts of BB. 
Overall, there are 10.470 “Hearts” on BB content shared on Instagram (see Figure 2.22). 
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Figure 2.22 “Hearts” on BB content by month 
 
Source: Own research 
Most of the “Hearts” were noticed in January that is 5.965 emoticons (57%) on 10 posts, while in 
February (5 posts) and March (5 posts) were observed 3.228 (30.8%) and 1.277 “Hearts” 
(12.2%), respectively. The posts on Instagram on which BB audience reacted the most, were two 




 respectively (see 
Figure 2.23).  
Figure 2.23 Most reacted posts of BB content on Instagram 
 
Source: Own research 
BB most reacted posts on Instagram included their venues referring to parties and interior. As it 








personalization as “scene that everyone needs”, “waiting”, “show”, “vibes”, “grandiose” etc. in 
order to challenge their audience in reacting and viewing their posts. Most of BB content is 
related to their cuisine, promoting food and drinks, their chefs etc. 
BB shared only 1 video that have 343 reactions on overall level (see Figure 2.24 and Figure 
2.25). 
Figure 2.24 “Likes” and “Dislikes” of BB videos on Youtube 
 
Source: Own research 
BB video has got 329 “Likes” (96%) and 14 “Dislikes” (4%) from their audience. 




















BB video was related their venue in Abu Dhabi, more precisely it was a music event from their 
artists during the period of analysis. 
- Social-Interactive dimension 
There was about 1/3 difference in BB comment section among platforms. More precisely, on 
Facebook 998 comments (79.5%) on 20 posts are noticed, while on Instagram 257 comments 
(20.5%) on 32 posts are noticed (see Figure 2.26). 
Figure 2.26 Comments of BB content on Facebook and Instagram by month 
 
Source: Own research 
Most of the comments were noticed in January, 58% and 43.2% on Facebook and Instagram, 
respectively. There was almost an equal level of comments in February (21.8%) and March 
(20.2%) on Facebook, while higher level was noticed on Facebook content in March (38%), and 
the lowest in February (20%).  BB most commented post on Facebook was previously shown 
(see Figure 2.21), while a separation of another post from this platform is made, that have a 

































Figure 2.27 Most commented post of BB content on Instagram and Facebook 
 
Source: Own research 
BB content that achieves a greatest level of social interaction refers to their venues and 
celebrations, especially events on their main location in Paris. 
By type, the comments on both platforms were 66.4% interactive and 33.6% responsive 
comments (see Figure 2.28). 
Figure 2.28 Interactive and Responsive comments on BB content Facebook and Instagram 
 













Majority of comments were interactive, 68% on Facebook and 61% on Instagram, while the 
participation of responsive comments was 32% and 39%, respectively. 
- Behavioural dimension 
BB is recommended by its audience with a 4.5* rating on their Facebook page, based on the 
opinion of 18.931 people. There are many positive recommendations (see Figure 2.29) refer to 
their music, venues, food, atmosphere, vibe, ambient etc.  





Source: Own research 
Contrary their negative recommendations refer to the Buddha statue as a part of BB interior that 
are usually made by audience from regions that have Buddhist religion or support it. Negative 
recommendations were also found about their employees that refer to waiting an order, order 






Figure 2.30 Negative recommendations of BB 
 
Source: Own research 
BB has got 1468 shares on 20 posts on Facebook which made a coefficient of 73.4 shares per 
post. Most of them were made in March which was 1024 shares (69.8%), while in January and 
February  309 shares (21%) and 135 (9.2%), were respectively made (see Figure 2.31). 
Figure 2.31 Shares of BB content by month 
 
Source: Own research 
BB most shared posts by their audience were previously shown (see Figure 2.21), meanwhile 














Figure 2.32 Most shared post of BB 
 
 
Source: Own research 
The audience, mostly share music content of BB that refer to their artists and especially DJ 
Ravin, as their main celebrity on SM according to the fact that every content which includes this 
artist has major significance in overall level of shares. 
2.3.3 Cafe De Anatolia – Social Media Marketing Strategy 
CDA is located in Vinica, North Macedonia, established on May, 17
th
 2017 as an IRL and Artist 
Management Agency (CDM, 2020). CDA was created spontaneously by Monika Ilieva and her 
father Zoran Iliev (Billy Esteban) combining their music abilities and marketing skills as a basis 
of developing an IRL with international focus on Music arrangements. Zoromoni and AODION 
are CDAs sub-labels specialized in different types of music. The strategic core of CDA includes 
three components: 1) music mixture of chill out, ethno, deep house and oriental music as one of 
the CDA component and spreading this type of music in the World Area 2) promoting and 
investing in their artists and music talents as the other component of CDA marketing concept and 
3) acquisition and retention of their audience by constructing a brand engagement where their 
ideas are heard and their needs are satisfied. 
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CDA released many compilations, albums and EP‟s compiled by prominent artists such as Billy 
Esteban, Rialians On Earth, Dj Professor, Dj Brahms, DJ Manuel Defil, Nikko Sunset, Vudu 
Brada etc. Some of the most popular releases are: Oriental Touch, Ethno, Caravan, Dune, 
Oriental Trip, Mediterraneo, The Silk Road, and Best of CDA. A lot of exclusive artists of CDA 
also make performances in the name of the brand Around the World as in Tunisia, Saudi Arabia, 
Greece, Italy, Romania, Macedonia, Morocco, Russia, Serbia, Austria and many more. On CDA 
web-site (https://cafe-de-anatolia.com/), the music is classified by releases (singles, EPs, Mini 
Albums, Albums and Compilations) artists and projects (Ilieva, 2018). In relation to SM strategy, 
CDA has a page on Facebook, Instagram and a Youtube channel as a combination of several 
integrated-channels with similar, but different basis of marketing-preferences, as a basis of a 
further analysis. It should be mentioned that despite its Facebook page, CDA manages two 
Facebook groups: “Cafe De Anatolia” and “Folktronica/Ethnotronica” that have 808 and 105 
members, respectively. The first one is focused on engaging with real fans of CDA by sharing 
content on daily-basis and creating a great atmosphere for closer and more insightful discussions 
referring to audience ideas and thoughts, while the second one is focused on same activities, but 
as its name implies on listeners to Folk and Ethno music genres. 
- Cognitive dimension 
CDA opened its Facebook age on December 23
rd
 2012, but with a different name and started 
actively developing the brand of CDA in 2017 with an orientation to mixtures of music genres, 
artist and brand promotion and sharing content on a daily-basis in order of constructing a deep 
brand connection with its audience by satisfying their preferences and desires. This page has 
17.116 “Likes” and 17.449 followers.  CDA opened an Instagram page on October 10
th
 2017 
with the same orientation as their Facebook and since its establishment the page has 9.022 
followers.  
CDA shared 100 posts on their Facebook and 44 posts on its Instagram page. Furthermore a 
content division was made by month from January to March (see Figure 2.33), by day – from 
Monday to Sunday (see Figure 2.34) and by content type: Music, Artist, Brand Promotion, 
Video/Live Shows and Products (see Figure 2.35). 
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CDA content on Facebook and Instagram was mostly shared in March, 45% and 39%, 
respectively. Meanwhile, a high presence was also observed in the period of January (28% and 
29%) and February (28% and 32%) on both SMPs. According to month, it is assumed that CDA 
have almost equal presence on both SMPs, deriving from the high frequency of sharing during 
the whole period, with a justification to March, due to the situation with COVID-19 health crisis. 
Figure 2.33 CDA content on Facebook and Instagram by month 
 
Source: Own research 
From 91 days in the analyzed period, CDA shared content on 77 days (84.61%) and 43 days 
(47.25%) on Facebook and Instagram, respectively. It should be mentioned that CDA shared 
more than one post on 18 days (23.5%) in order to satisfy the audience requirements and to-be 
more present on this SMP. 
Figure 2.34 CDA content on Facebook and Instagram by day 
 











































On Facebook, CDA shares content on a daily-basis, with a highest presence on Tuesday 
(16.88%), Monday (15.58%) and Wednesday (15.58%). Meanwhile, descending, but still on high 
level, CDA shares content on Thursday and Friday (14.28%) and last, but not least on Saturday 
(12.97%). CDA is also present to Facebook on Sunday, although on this day the lowest level of 
sharing content (9.09%) is observed. Similarly to Facebook, CDA also shares content on a daily-
basis on Instagram. The highest level of CDA presence is observed on Tuesday (20.93%) and 
Saturday (20.93%), slightly less on Friday (18.60%) and Thursday (16.27%). On Sunday and 
Monday a medium level of presence (9.31%) is shown, while the lowest level of sharing content 
as a break-up point is observed on Wednesday (4.65%). 
Figure 2.35 CDA content on Facebook and Instagram by type 
 
Source: Own research 
CDA maintains a comprehensive SM strategy with an accent to content differentiation on SMPs, 
with main focus on Music (59% and 43.2%), including the components of Artist (13% and 
22.7%) and Video/Live performances (13% and 15.91%). Overall, the music and its components 
are represented in 85% and 81.81% of CDA‟s Facebook and Instagram page, respectively. It 
should be emphasized that CDA video/live performances are based on their own artists, and are 
mostly met during isolation period due to the COVID-19 crisis. Moreover, CDA covers other 
marketing components as Brand and Product Promotion, at low, but still significant level with 



















CDA‟s SM strategy on Youtube has a focus on organic CDA representing with an accent to 
audience responsiveness (comments, questions and DMs). Their main channel – “CDAOfficial” 




 as an inter-connection among several Youtube channels (see 
Figure 2.36) that are user-preference oriented and together have generated 539,3k subscribers 
and 104,355k views. 
Figure 2.36 Youtube channels of CDA 
 
Source: Own research 
“CDA Official” has 198k subscribers and 31,278k views, while “AODION” is also highly 
visited channel with 116k subscribers and 4,860k views. The first one is oriented to marketing 
promotion of compilations, mixes and exclusive music, while the second one is oriented to 
marketing promotion of tracks from CDA (and sub-labels). “CDA Ethno World” is oriented to 
marketing promotion of their DJs and other collaborative IRLs, and has 77.9k subscribers with 
16,420k views. Similar marketing orientation is observed on “CDA Songs” and “CDA Lounge” 
which represent marketing promotion of their exclusive and non-exclusive artists on individual 
level, where the second one is especially oriented to lounge music. Overall, these channels make 
                                                 
1
 Youtube sources have the CDA opening date of May, 14
th
, 2007, yet this date is false, as a reason that previously it 

























a base of 127.7k subscribers with an equal level of 978k views, separately. “Rialians on Earth” 
has 19k subscribers with 6,250k views representing a content and music from one of their main 
artists as Nickarth an exclusive artist of CDA and their Sub-labels. Unquestionably, CDA has 
high presence on Youtube with immense content on their channels. The Youtube content refers 
to immense number of playlists (see Figure 2.37) and videos and posts (see Figure 2.38). Each of 
CDA channels has available playlists on Youtube, except “CDA Lounge”, composing content of 
49 playlists with 439 videos 
Figure 2.37 Playlists of CDA Youtube channels 
 
Source: Own research 
“CDA Official” and “CDA Songs” have 16 playlist with 157 and 161 videos, respectively. 
“CDA Ethno World” is also numerous with 10 playlists and 110 videos. Slighter content is 
available on “AODION” and “Rialians on Earth”, and together comprise 7 playlists with 11 
videos, respectively.  
With an exception of “Rialians on Earth”, CDA shares videos on each of the Youtube channels, 




























Figure 2.38 Videos of CDA according to Youtube channel 
 
Source: Own research 
“CDA Songs” is the channel with most shared videos which is 26 with 42.8k views. Many 
videos were also observed on “CDAOfficial” and “CDA Ethno World” that obtained 2.140k and 
281,3k views, respectively. On “CDA Lounge” and “AODION” many videos haven‟t been 
shared, but there are 396k and 155k, respectively. Obviously, the most visited channels of CDA 
are “CDA Official” and “CDA Ethno World”. Unexceptionally, CDA shares posts on each of 
their Youtube channels. The posts are characterized with greeting to the audience, advice about 
COVID-19 situation, information about music and artists distinguished as informative posts. 
Meanwhile, quiz questions are also shared on some of CDA channels. Overall, there are 17 posts 
shared on CDA channels, including 12 informative posts and 5 quizzes (see Figure 2.39). 
Figure 2.39 Posts by type of CDA channels on Youtube 
 




































































Informative posts are mostly shared on “CDA Ethno World” and “CDA Lounge” with 4 and 3 
posts, respectively. Contrary, quizzes are mostly shared on “CDA Songs” which is 3 posts, 
respectively. On “CDA Official”, “AODION” and “Rialians on Earth” informative posts are also 
observed, while quizzes are also noticed on “CDA Ethno World” and “AODION”. 
- Affective dimension 
Overall, there are 1.881 emoticons on CDA content on its Facebook. More specific, January had 
565 emoticons (28 posts), while in February (27 posts) and March (45 posts) 486 and 830 
emoticons were placed respectively (see Figure 2.40). 
Figure 2.40 Emoticons on CDA content on Facebook by month 
 
Source: Own research 
The mass base of CDA emoticons is represented by 1633 “Likes” (86.8%) and 238 “Hearts” 
(12.65%). On monthly level, March bounced with 701“Likes” and 127 “Hearts” due to its great 
level of shared content. The “Angry” and “Crying” emoticons, weren‟t noticed on CDA content, 
while extremely minimally were met “Wow” and “Laughing” with 9 (0.5%) and 1 emoticon 
(0.05%), respectively. The post on which CDA audience reacted most on Facebook is a 
live/video performance of their artist Nickarth/Rialians On Earth, shared on March 24
th
, 2020 























































Source: Own research 
It should be mentioned that Nickarth performance also has 2k views, 18 shares and 89 comments 
that is the most of every analyzed indicator in CDA content. 
Overall, there are 1328 “Hearts” on CDA content shared on Instagram (see Figure 2.42). 
Figure 2.42 “Hearts” on CDA content on Instagram by month 
 









Mostly, the “Hearts” were met in March and that was 555 emotions (41.8%) on 17 posts, while 
in February (13 posts) and January (14 posts) 317 (23.87%) and 456 “Hearts” (34.33%), were 
noticed respectively. 
The posts on which CDA audience reacted the most on Instagram were music videos from 
March, 6
th
 and February 11
th
 2020, that have 59 and 57“Hearts”, respectively (see Figure 2.43). 
Figure 2.43 Most reacted posts of CDA content on Instagram 
 
Source: Own research 
CDA uses personalized text on its content which is mostly consisted of direct messages to the 
audience. This can be seen in above, where they wish their fans #perfect end of the working 
week, implying that they have #new release that is interesting to be heard by them. In the second 
video, there is a #cafedeanatolia, which brings the audience to CDA previously shared content. 
CDA shared  26 videos on its Youtube channels with a distinguish difference in the number of 
“Likes” and “Dislikes” on shared content (see Figure 2.44), consisting about 102k “Likes” 
(97.15%) and 3k “Dislikes” (2.85%) on overall level.  
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Figure 2.44 “Likes” and “Dislikes “of CDA videos on Youtube 
 
Source: Own research 
Most “Likes” and “Dislikes” were noticed on “CDA Ethno World” (48.33%; 48.23%) and “CDA 
Official” (40.11%; 37.25%). Significant level of “Likes “ was also noticed on “CDA Lounge” 
(7.14%), while “AODION” and “CDA Lounge” had 6.95% and 6.65% “Dislikes” on their 
content, respectively. 
The most “Liked” video was shared on “CDA Official” and has 18k “Likes”, while there are two 
other videos with 11k “Likes” as the second most reacted by the audience, that were shared on  
“CDA Ethno World”  channel (see Figure 2.45). 
Figure 2.45 Most reacted Youtube videos of CDA 
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It should be emphasized that the videos above are also the most “Disliked” by CDA audience, 
still on extremely minimally and one of the most commented and viewed videos on Youtube. Its 
most reacted videos on Youtube are mixes from its most prominent artist Rialians on Earth 
(Nickarth). CDA shared 17 posts on their Youtube channels, where none of them was “Disliked” 
by their audience (see Figure 2.46). 
Figure 2.46 “Likes” and “Dislikes “of CDA shared posts on Youtube 
 
Source: Own research 
Two from the most “Liked” posts are shared on “AODION” channel, as a quiz question and 
informative posts that have 48 and 32 “Likes”, respectively. Moreover, there is another post with 
32 “Likes” that is shared on “CDA Official” channel (see Figure 2.47). 
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CDA uses quiz questions in order to interact more with their audience as a sign of its consumer 
devoted nature. As it can be seen from Figure 30, 215 votes on the quiz question were also 
achieved.  On Youtube CDA uses an  informative posts that include words and sentences as 
“Thank you”, “Support”, “We want to get to know you better”, “Soon”, “Happy”, “New” and 
many other announcements and questions and  that represent the marketing goal for more 
positive relationship with audience and maintaining long-term brand engagement. 
- Social-Interactive dimension 
CDA has 165 comments on 100 posts shared on Facebook (63.5%) and 95 comments on 44 posts 
on Instagram (36.5%) (see Figure 2.48). 
Figure 2.48 Comments of CDA content on Facebook and Instagram by month 
 
Source: Own research 
On Facebook, most of CDA comments were met on March (78.78%), while they were barely 
present in January and March and that was 19 and 16 comments, respectively. Similarly, 
comments on Instagram were mostly met in March (67.36%), unlike predecessor months that 
was 13.68% and 18.94%, respectively. CDA‟s most commented post was previously shown in 
Figure 30 on both platforms, but there were two posts that bounced out from Instagram and 
Facebook shared on March, 25
th 
 and February, 22
nd
























Figure 2.49 Most commented post of CDA content on Instagram and Facebook 
 
Source: Own research 
CDA content challenges audience to social-interaction on SMP in relation to its music and 
artists. As CDA shares content on a daily basis, the audience doesn‟t place many comments on 
individual level, but on a daily-basis there is almost no-post on their content without a comment 
on both SMPs. 
By type, comments on SMPs are 66.15% interactive and 33.85% responsive comments (see 
Figure 2.50) 
Figure 2.50 Interactive and Responsive comments of CDA content on Facebook and Instagram 
 













More responsive comments were noticed on Facebook (36.36%) and slightly less on Instagram 
(29.47%). There were 105 interactive comments (63.64%) on Facebook and 67 interactive 
comments (70.5%) on Instagram as a majority on both platforms. CDA has 3.575 comments on 
68 videos shared on their Youtube channels (see Figure 2.51), while there are also 409 votes and 
47 comments on its 17 posts (see Figure 2.52). 
Figure 2.51 Comments of CDA videos on Youtube 
 
Source: Own research 
The most social-interactive channels are “CDA Ethno World” with 1.657 comments (47%) on 14 
videos and “CDA Official” with 1.506 comments (43%) on 17 videos. The other 10% of 
comments are unequally distributed on other channels, with an exception of “Rialians on Earth”. 
The most commented videos were previously shown (see Figure 2.30), respectively. 
Figure 2.52 Comments and votes of CDA posts on Youtube 
 
































































CDA acquired 409 votes on 5 quiz posts, where “AODION” bounced out with 215 votes 
(52.5%). Other votes were almost equally represented in “CDA Songs” (22.5%) and “CDA 
Ethno World” (25%), where the last channel took 31 comments (70%) in the total 47 comments 
on the posts.  
CDA most voted quiz post was previously shown (see Figure 2.47), while the second most voted 
quiz and the most commented post are shown below (see Figure 2.53), respectively. 
Figure 2.53 Most voted and commented posts of CDA content on Youtube 
 
Source: Own research 
As previously mentioned, CDA uses many words that inspire and challenge the audience for 
social-interaction on its channels, while quizzes are also used in order to gain more knowledge-
based on its audience preferences. 
- Behavioural dimension 
CDA is recommended by its audience with a 5* rating on Facebook, based on the opinion of 18 












Source: Own research 
Almost every recommendation of the audience is positive, referring to the music as “perfect”, 
“great”, “love”, “enjoy”, “excellent”, “stunning” etc., and many others that include some music 
genre as “chill-out” and “deep house”. 
CDA has 162 shares on 100 posts on Facebook which make a coefficient of 1.62 shares per post. 
More specific, in January were made 27 shares (16.66%), while in February and March were 
made 38 (23.45%) and 97 (59.87%) shares, respectively (see Figure 2.55). 
Figure 2.55 Shares of CDA content by month 
 














As mentioned before, CDA most shared post on Facebook is a video/live performance of its 
artist Nickarth (see Figure 2.41), meanwhile the second mostly shared post on from March 23
rd
 
that had 11 shares was separated, respectively (see Figure 2.56). 
Figure 2.56 Most shared post of CDA 
 
Source: Own research 
CDA took the situation with COVID-19 seriously in order to entertain its audience with 
video/live performances by its artists during this critical period. This was CDAs first “Quarantine 
Session”, while on March, 30
th
, 2020 they announced its second part. Here, it should be 
mentioned that CDA also organizes music sessions that apply to “week-start” and “weekends” 
that consist selected videos from its main artists in order to be there for its audience in good, but 
in hard times as the world health crisis. 
2.3.4 Comparative Data Analysis 
In this section a comparative data analysis is presented as a transition from individual to 
collective level. The basis of qualitative explanations contains a quantitative object i.e. calculated 
average of the same dimensions and indicators of the previously presented model of brand 
engagement. The time-frame of the comparative data analysis was from January 1
st
 to March 31
st
 
i.e. 91 days.  
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- Cognitive dimension 
For the reason that CDM hasn‟t published any information about when they opened their 
Facebook page, it wasn‟t possible to calculate the growth of followers and likes on a monthly 
level. Still, the Facebook fact sheet approved that CDM is the most followed IRL on Facebook 
with 351K followers and 355K likes, respectively (see Figure 2.57). 
Figure 2.57 IRLs followers and likes on Facebook 
 
Source: Own research 
BB has also a large community of followers that is 185K and over the years 191K likes were 
achieved, respectively. The newest IRL in this research, CDA has the lowest, but still significant 
number of 18K followers and 17K likes. 
CDM has larger audience on Instagram, than other IRLs. More precisely, CDM has 92.4K 
followers on this SMP; meanwhile BB and CDA have 26.7K and 9K followers, respectively. 
In order to acknowledge the monthly growth of IRLs followers on Instagram, a calculation of 



















Table 2.1 Start date of IRLs pages on Instagram 
Independent record label Start date Months active 
CDM June 06
th
, 2015 57 
BB September 09
th
, 2013 78 
CDA October 24
th
, 2017 29 
Source: Own research 
CDM has the greatest growth of Instagram followers from all IRLs in this research. More 
precisely, per-month their audience grows with 1.621 followers (see Figure 2.58). 
Figure 2.58 Average of IRLs followers‟ growth on Instagram 
 
Source: Own research 
Even if BB is on the market many years before CDA, the both IRLs are close in followers‟ 
growth over the years. More precisely, BB and CDA obtain 342 and 311 new followers, per-
month, respectively. Although CDA is the newest IRL in this research, its Youtube channel has 
collected them the largest base of Youtube subscribers in this research. More precisely, CDA has 
539.300 subscribers; meanwhile CDM and BB have 310.000 and 92.300 subscribers, 
respectively. It should be mentioned that in this research the new Youtube channel of BB is 













subscribers. In order to acknowledge the monthly growth of Youtube subscribers of IRLs, a 
calculation of their pages activity per-month is represented (see Table 2.2). 
Table 2.2 Start date of IRLs channel on Youtube 
Independent record label Start date Months active 
CDM June 13
th
, 2006 165 
BB March 21
st
, 2016 48 
CDA May 17
th
, 2017 33 
 
Source: Own research 
CDA has the greatest growth of Youtube subscribers from all IRLs in this research. More 
precisely, per-month its audience has an immense growth of 16.342 subscribers (see Figure 
2.59). 
Figure 2.59 Average of IRLs subscribers‟ growth on Youtube 
 
Source: Own research 
CDM and BB achieve a growth of 1.828 and 1.923 subscribers‟ per-month on their Youtube  
channels.CDA has the highest average of sharing content on SMPs (see Figure 2.60). More 














Figure 2.60 Average of IRLs content on Facebook and Instagram 
 
Source: Own research 
CDM and BB have almost equal average in relation to their Instagram page, whereas CDM 
shared 31 posts (0.34), while BB shared 32 posts (0.35), respectively. The lowest average was 
received in CDM content on Facebook that was only 9 posts (0.09) in a period of 91 days. 
In addition a calculation of IRLs stories on Instagram was made, where BB has the largest base 
of stories, meanwhile, CDA has slightly less stories, but almost 5 times more videos in them (see 
Figure 2.61). 
Figure 2.61 IRLs stories and videos on Instagram 
 































Distinctive marketing orientation is observed to IRLs stories. Namely, CDA has 11 story labels, 
with diverse content as “Live sets/events”, “Mixes”, “Fans”, “Meet our Artist”, “Releases”, 
“Awards”, “Playlists”, “Mass-media”, “Merch”, “Charts” and “Sub-labels”, which took a count 
of 233 posts on overall level. BB is 99% oriented to its venues, because only one of its stories is 
music oriented. “Playlist” is music oriented, while the other 26 promote their venues as 
“Belgrade”, “Paris”, “St. Petersburg”, “Abu Dhabi”, “Marrakech”, “Dubai”, “Muscat”, “Doha”, 
“Bahrain”, “Dakar”, “Hurghada”, “Sharm El Sheikh”, “Crete”, “Mauritius”, “Bodrum”, 
“Santorini”, “Mazagan”, “Mykonos”, “Caracas”, “Manila”, “Prague”, “Kiev”, “Baku”, “Lyon”, 
“London” and “Monte Carlo”, which take a count of  50 posts on overall level. CDM promotes 
its hospitality services and environment in 5 story labels named “Cocktails”, “Food”, “Essence”, 
“Manin Purple” and “Sunsets”, which takes a count 94 posts on overall level. 
On Facebook, it‟s proven that CDA marketers don‟t take a “day-off” through the whole week, 
because they share new content every single day on this SMP, especially from Monday to 
Wednesday, while their lowest presence is noticed on Sunday (see Figure 2.62).  
Figure 2.62 IRLs content on Facebook by day 
 
Source: Own research 
BB is most active on Monday or Thursday and like CDA it doesn‟t chose a special day in order 
to share its new content. Meanwhile, CDM usually shares content on Wednesdays. Different 
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story of daily-sharing is shown on Instagram (see Figure 2.63). On this platform, none from the 
IRLs choose a special day in order to share the creative content. CDA which has most content in 
the period of analysis is most present on Tuesday and Saturday and lowest on Wednesday. 
Figure 2.63 IRLs content on Instagram by day 
 
Source: Own research 
BB and CDM are most active on Fridays, yet on individual level BB is also active on Monday 
and Thursday and CDM on Monday and Tuesday. Their lowest presence on Instagram is 
observed on Sunday. According to the type of content IRLs share on Facebook, it is observed 
that they focus on different marketing components in their SM strategy (see Figure 2.63). CDM 
uses double- and BB has a triple-focus, meanwhile CDA uses а comprehensive focus including 
all types of content as music, artists, brand promotion, video/live performances and products. 
IRLs strategy isn‟t so different on Instagram as well (see Figure 2.64). On this SMP, CDA uses 
the same strategy as on Facebook. Furthermore, CDM is only focused to the component of brand 








































Figure 2.64 IRLs content on Facebook by mostly used marketing component 
 
Source: Own research 
Figure 2.65 IRL content on Instagram by mostly used marketing component 
 
Source: Own research 
CDM is only focused on their music and brand promotion. They usually share content that 
includes music from their artists, new releases and compilations. Mediterranean view, Ibiza 




























































Facebook. Similar to CDM, BB is also mainly focused on brand promotion, including marketing 
promotion of its venues, with an accent to its creative design, events and parties. Yet they are 
also significantly focused in promoting their music and artists.  
CDA uses a comprehensive strategy that covers all marketing components. They mostly share 
content about their music and artists, often using direct video/live performances as a way in 
achieving audience attention. Their brand promotion includes announcements about events, 
interviews and researches about CDA and many other components that refer to artist promotion. 
Images from Middle-East, Dessert, Oasis, Oriental Dancers and Eastern Culture are highly 
represented in their brand promoting story. CDA‟s “Merch” is consisted of many logo based 
products as t-shirts, sweatshirts, mugs etc., which they usually give to their audience as gifts. 
BB hasn‟t shared any playlists and videos on their new Youtube channel, meanwhile CDM and 
CDA have a significant base of playlist, than includes almost equal level of videos (see Figure 
2.66). 
Figure 2.66 Youtube playlists of IRLs 
 
Source: Own research 
CDA has 49 playlists that include 439 videos. However, with less base of 7 playlist, CDM has 
460 videos on their Youtube channel.  
- Affective dimension 
An elimination of the Like/Dislike section of IRL content on Youtube was made with a reason of 
















the total reactions (emoticons and hearts), while the divisor is the number of IRLs posts (see 
Figure 2.67) 
Figure 2.67 Average of IRLs reactions on Facebook and Instagram 
 
Source: Own research 
Although CDA shares larger content on both platforms, when it comes to the average of 
audience reactions, this IRL is on the third place in this research. More precisely, CDA has 19 
reactions per-post on Facebook and 31 reactions per-post on Instagram. CDM has the highest 
average of 1344 reactions per-post on Instagram, meanwhile BB takes the first place on 
Facebook with 795 reactions per-post, respectively.  The most reacted posts of all IRLs in this 
research is the music content that includes artists as Andrew Weatherall (CDM), DJ Ravin (BB) 
and Nickarth (CDA). An exception is observed in CDM most reacted post that includes 
environment component of its Ibiza sunsets. CDM and BB get most reactions on Instagram by 
sharing content about their venues and creative environments, including food, cocktails and 
events. Something different is observed on CDA, whereas its Facebook audience mostly reacts to 
video/live performances as the one from the artist Nickarth and new releases and playlists on 
Instagram. 
- Social-interactive dimension 
The IRL is with most comments on Facebook and BB has 49.9 comments, 33.8 interactive 
comments and 1.61 responsive comments per post. Meanwhile CDM takes the first place on 
Instagram with 29 comments, 19.7 interactive comments and 9.3 responsive comments, 















Figure 2.68 Average of IRLs comments on Facebook and Instagram 
 
Source: Own research 
Figure 2.69 Average of IRLs interactive comments on Facebook and Instagram 
 
Source: Own research 
Figure 2.70 Average of IRLs responsive comments on Facebook and Instagram 
 







































Discussions are mostly met on CDM‟s content that represents Ibiza and its sunsets, yet BB 
achieves most discussions from its main location in Paris and events. CDA‟s audience mostly 
discusses about music and artists on both SMP. 
CDA has slightly lower comments on its content on Facebook and Instagram, but it should be 
mentioned that on Youtube, CDA has shown an immense level of social-interactivity, that 
includes comments on each Youtube channel. The average of CDA comments on Youtube 
divided by videos and posts are shown below respectively (see Figure 2.71). 
Figure 2.71 Average of CDA comments on Youtube 
 
Source: Own research 
CDA achieved 82 votes per quiz, based on 5 quizzes and 3 comments per-post, based on 17 posts 
on Youtube. CDA shared 68 videos on its Youtube channels that achieved a base of 3575 
comments with an average of 53 comments per-video. It is observed that on each comment from 
its audience, CDA reacts with an emoticon or writes a responsive comment that refers on 
individual or collective level. 
- Behavioural dimension  
As previously mentioned, CDM doesn‟t have a recommendation section, meanwhile audience 
mostly recommend BB venues, atmosphere, hospitality services and music with a rating of 4.5* 
CDA‟s recommendations have basis of its music genres as chill-out, deep-house etc., using 










With an average calculation of total number of shares and total posts of IRLs, it was found that 
CDM has the most shares per-post on Facebook (see Figure 2.72). 
Figure 2.72 Average of IRLs shares on Facebook 
 
Source: Own research 
CDM had most shares per-post in this research that was 31 shares on each post in the period of 
analysis. BB achieved about 73.4 shares per-post, while CDM had 1.62 shares per-post, 
respectively. Playlists and Sunsets are mostly shared by the CDM audience, meanwhile BB 
artists as DJ Ravin and CDA video/live performances are mostly shared by their audience with 

















3. RESEARCH METHOD 
3.1 Purpose of the Research 
The master thesis purpose is to provide an insight of SM strategies used by IRLs in order to 
maintain positive consumer-brand relationship. The thesis enables a better overview of SM 
marketing models and major constructs which make the IRLs successful at a genuine image in 
the minds of their audience The bases of empiric research are three IRLs, including Buddha Bar 
(BB) - George V. Records, Café del Mar (CDM) and Cafe De Anatolia (CDA) – brands with lot 
of similarities in their music genre and fan circle. The importance of the thesis arises from the 
overview of the most relevant SM strategies that include models and tools that assist in 
maintaining a positive brand engagement. Furthermore, an empiric research is conducted as an 
overview of the process behind the humanized relationship between the IRLs and their audience 
that provided answers about how IRLs are and should use SM strategies in order to gain a deeper 
consumer relationship and effective brand engagement. 
 
3.2 Methods and Techniques of the Research 
For this research, SM is defined as media for interaction. (Kilgour, Sasser & Larke, 2015) For 
identification of the best SM marketing practices, a comparative data analysis and a quality 
approach were used. In general, the selected sample of both methods are the three previously 
mentioned IRLs. These companies have similarities in the field of instrumental music they 
record, but they are also different in regards to their SM marketing strategies, story and tastes. 
Since they operate in the same circle of artists and compilers, the study of their marketing 
strategies was easier as the investigation of their brand engagement on the SMPs. At the early 
stage, a theoretical part and a comparative data analysis of the sample based on primary (used 
SMPs) and secondary sources (used SM strategies) were presented. The period of observation for 
this analysis was three months (January 1
st
 to March 31
st,
, 2020) in order to increase the 
reliability and certainty of the obtained results referring to brand engagement. Furthermore, 
qualitative approach consisting of unstructured depth interviews and structured consumer 
interviews were chosen as preferred research techniques. These were chosen as consistent of the 
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research objective, as they facilitate a deep understanding of research participants‟ thoughts, 
opinions, attitudes and behavioural intentions, while allowing us to integrate into the SM sub-
culture and environment in an unobtrusive way (Kilgour, Sasser & Larke, 2014). The first group 
i.e. unstructured depth interviews include relevant personal contacts  i.e. artists, employees or 
founders of the selected samples via Skype, Viber, Whatsapp, Email, Facebook and also a „face 
to face“  meeting. Our correspondents were the following persons: 
 Manuel Defil, an artist/resident DJ  of IRL, composer and artist of CDA and collaborator 
with CDM and BB; 
 Mrs. Tajra Visan, cofounder of the brand BB and business woman with strong business 
spirit. She also launched B Fly (now Bound), Barrio Latino, Barlotti and George V Records 
and projects as BB first Spa in Eian-les Bains and many more. 
 Mr. Billy Esteban, cofounder/artist/DJ/compiler of CDA, who also released songs for BB and 
CDM. 
The second group of structured consumer interviews helped in investigating the same questions 
as the depth interviews, but with another approach. This technique was written, but differing 
from the survey technique in the possibility of extended descriptive response from the 
consumers. The structured interviews were made in Google Forms and further were online 
attached to the Facebook groups of the selected samples. The both interview techniques included 
questions that refer to the marketing strategy and goals, competition and audience, branding 
strategy, SMPs, SM strategies, and also brand engagement as interactivity, responsiveness, 
critics and suggestions, personalization and humanization, the COVID-19 crisis and its influence 
etc.  
 
3.3 Hypothesis of the Research 
Q1: Do the IRLs obtain positive consumer-brand relationship with the usage of their SM 
strategies? 





4. RESULTS AND FINDINGS 
4.1 Unstructured Depth Interview Results 
The unstructured depth interviews (see Appendix A) analysis represents a qualitative framework 
that has contrastive explanations of IRLs marketing players in our sample CDM, BB and CDA. 
In this occasion two objectives were addressed as follow:  
1) Exploration of used SM strategies and their influence in achieving healthy and personalized 
relationship with the audience that leads to brand engagement; 
2) Investigation of the interconnection among brand content and brand engagement. 
This qualitative analysis grants a greater dimensionality in SM strategies from IRLs perspective, 
whereas depth interviewing profoundly involved actors is a common practice (Cova, Pace & 
Park, 2007; Muniz and Schau, 2005). For this reason the qualitative analysis was made with a 
sample of the main actors in SM strategies of IRLs, whose statements reflected with a stronger 
reliability “touch” in the presented results. 
Unstructured depth interviews were conducted in two manners: personal and online interview.  A 
personal interview was conducted with Mr. Billy Esteban (BE) and lasted about 60 minutes. The 
interview iwa held on April, 01
st
, 2020. Other respondents as Mr. Manuel Defil (MD) and Ms. 
Tajra Visan (TV) weren‟t in person available, so with these respondents a video call interview 




, 2020 respectively. 
Altogether a cross-cultural approach was used in the process of collecting data, because the 
personal interview was conducted in Macedonian, while online interviews were in English. 
Unstructured depth interviews enabled a rich data referring to respondents‟ subjective experience 
in building a strong brand image on SMP, most/least used SM marketing strategies, social-
interactivity, responsiveness, critiques and suggestions and their effects on personal relationship 
and audience behaviour. They gave good tips in maintaining a great personalized relationship 




- Business and marketing focus 
IRLs in this research (CDM, BB and CDA) are different brands even though they cover similar 
market segments of audience and share similar artists (BE). BE explained that their primary 
product “the music” is the main component of IRLs‟ differentiation. CDM is focused on chill-out 
music; meanwhile BB and CDA are focused on lounge music and deep-house, oriental and ethno 
music, respectively. However, the mentioned music is instrumental, so here is observed their 
greatest similarity. According to TV all IRLs in this research do an excellent job. More precisely, 
MD explained that CDM and BB are the first IRLs that launched previously mentioned music 
genres worldwide, yet despite CDA is a new brand in this industry, their music compilations are 
also featured as high quality.  
- Competition and audiences 
The main competition among IRLs shows among their DJs and artists, which usually collaborate 
with many different IRL (MD). According to BE, CDA doesn‟t define CDM and BB as their 
competitors. The reason for this is that CDA goal is to be the best in folktronica/ethnotronica 
style. Meanwhile BB and CDM are focused on their own music genres and styles. MD explained 
that IRLs in this research have about 50% of the same audience. According to BE, most of 
CDA‟s audience is from USA, Germany, Turkey, Italy, Romania and France. The demographics 
include about 60% men and 40% women, between 23-45 years old. According to BE their 
audiences are people who have a good taste in music.  
- Branding strategy 
According to MD, CDM and BB there is a solid branding strategy that mainly derives from their 
long experience in this field, while CDA as a new IRL improves day-by-day. Furthermore, BE 
explained that the main reason for the unequal success of CDAs branding strategy is their last 
entrance on IRLs market. Still, IRLs audience is aware and familiar of CDA, especially on their 
Youtube channels and BE expects that CDA will grow as CDM and BB in the next decade. 
CDA‟s branding strategy is often a subject of CDA‟s market researches which are mostly 
focused on audience perception. The basics of CDA‟s branding strategy are “ethno”, “oriental” 
and “modern music” and marketing components as “desert”, “beautiful women”, “camels” and 
“ethno style”.  According to BE, CDA‟s branding strategy is differentiated from CDMs and BBs, 
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because they offer “emotional stories” that initiates positive vibes and feelings as a whole 
consumer experience.  
MD added that each IRL offers different consumer experience, but they all start with a same 
marketing goal “creation of emotional music”. The branding strategy of BB is focused on 
“travelling experience” that connects food, music and visual decoration, getting all generations 
together under the same roof – world music”. According to this “the branding strategy of BB has 
a larger business profile than other IRLs. The trademark BB consists different business fields as 
lifestyle, restaurants, spas, hotels and music, which according to TV, they all have the same 
DNA. As TV mentioned, BB‟s market researches are devoted to interior architecture, employees, 
restaurants service, cuisine (food and meals; tastings), where art galleries are explored and the 
trends that are represented in the media are followed.  
- SM marketing strategy 
According to TV, SM is very important for IRLs marketing. BB strives to be more concise on 
SM and tailor their content with the SMP settings. Important for SMPs is that IRL ask their own 
SM followers to modify their settings on individual level. TV explained that creating a cross-
functional team is a good way of maintaining SMPs. She also added that each IRL should be 
social-interactive, and a brand which can engage influencers. In order to do that, IRLs should 
make it easy for audience to follow them. BB has a SM marketing that consistently post valuable 
content which attracts more audience by giving them latest news and keep them on present 
happenings. According to TV, other IRLs as CDM and CDA also do an excellent job for their 
business. BE explained that CDA has an organic SM strategy with a focus on quality 
music/artists with an accent to music styles of folktronica/ethnotronica as a combination of deep-
house and folk/ethno elements. CDA‟s SM strategy is all about persistence and consistence 
referring to audience responsiveness, humanization/personalization and maximization of 
audience satisfaction. According to BE, CDA is very successful on Youtube, while their 
Facebook and Instagram pages are not so much developed, but they continuously invest in time 
and effort. BE explained that CDA has never paid for sponsored promotion (boost and ads) in 
order to attach more audience. MD observed that CDA invest most to Youtube, but according to 
BE, CDA mostly invest on Facebook, Instagram and Spotify and least on Youtube. This is 
ironic, because their Youtube channels are more followed than other SMP. BE determines 
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Spotifyas SMP that has big potential in the IRLs industry. MD added that IRLs have success 
exactly where they invest in SMP, and that there is always a spot for improvement. 
- Interactivity 
CDA communicate with their audience through interactive and responsive comments and when 
they determine that some audience is very attached to them, they usually send them gifts as t-
shirts with their logo. As a result, their audience sends them feedback on their own profile with 
attaching their image with the gift and tagging CDA as a confirmation of their loyalty. 
- Responsiveness  
CDA always replies to audience comments and questions, even when there is a large base of 
comments, DM and questions. They do that in order to keep up with audience preferences and 
inform them that CDA is always there for its audience.  The long-term audience of CDA is well-
known by their marketers. Those fans usually comment on each video and post that CDA shares 
on SMP.  
- Critics and Suggestions 
MD noticed that IRLs don‟t much accept critics and suggestions. Contrary, TV added that IRL 
can learn a lot from their critics and suggestions. Moreover, BE explained that CDA usually 
doesn‟t have critics from their audience. Meanwhile they always try to accept their suggestions 
in order to maximize audience satisfaction. BE explained that with accepting suggestions on 
continuous level, CDA audience is aware that they are the most important link of CDA‟s value 
chain. The suggestions are CDA‟s basis in following audience needs and wants. CDA never had 
an open argument with its audience and usually the reason for not following CDA on SMPs is 
that audience subscribed expecting something different (BE). 
- Personalization 
MD noticed that IRLs are responsive on SMP, where TV added BB is always humanized/ 
personalized towards its audience. According to BE, connecting with audience is the main 
marketing goal of CDA. More precisely, CDA are presenting themselves as audience‟s “best 
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friend” on SMP. As a confirmation for this, many fans wrote “Thank you CDA, your music 
pulled me out of depression, sickness and bad times” in what CDAs disclosed result can be seen. 
- The influence of COVID-19 crisis on IRLs businesses 
TV explained that COVID-19 health crisis has an enormous impact for BB and other IRLs 
business, but still humans are strong and the memory is very short, so everybody is going to 
survive. According to MD, CDA is handling the COVID-19 crisis in great manner. In 
collaboration with its artists and DJs it organizes live/video performances on constant level. BE 
added that CDA is trying to stay optimistic and strong and simultaneously more connected with 
the audience. CDA has created quarantine session in order to make audience time more 
enjoyable and fun. According to BE every night for a whole week at 8pm, CDA has one of the 
artists performing in an online DJ set that lasts about 1-2 hour. CDA‟s artists are from different 
places around the world, so their introduction is usually about their country and how they handle 
the COVID-19 crisis. The audience is greatly pleased with the quarantine sessions, in relation to 
brand-audience and audience-audience social-interaction, which can be seen in comments 
section. According to BE, CDA‟s goal was to show audience that they aren‟t alone and that this 
IRL is always there for them. MD added that BB also organizes live/video performances with all 
its DJs from the brand, while CDM only showed the Sunset in Ibiza with the live camera from 
there.  
TV gave a suggestion for all IRLs, that each of them need to know their business on all levels, 
work hard and trust their teams, because nobody can survive alone.  According to BE the most 
important traits in making a SM based community are innovation, persistency and creativity. BE 
explained that IRL has to be persistent in “being there” for audience by constant sharing of 
creative and innovative content.  TV added that “staying in budget” is also very important for 
IRLs. 
4.2 Structured Consumer Interview Results 
The qualitative data analysis derives from structured consumer interviews (Appendix B). 
Structured interviews were designed in a way that enabled us to find to which IRL the audience 
is most/least engaged. Moreover, respondents had a possibility to explain the main reasons for 
their statements.   
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Data collection was made by sharing the Google Forms document on selected Facebook groups 
(Webster, 2011), as the most dominant and favoured by IRLs audience in order to conduct as 
many possible responses. The goal was to reach an audience that is mostly involved with IRLs 
brand and music. The time-frame of structured interviews administration started on February 1
st
 
with a closure on July 14
th
, when 50 responses were gathered. The predicted multi-
dimensionality of brand engagement is reflected in the data. Respondents provided a subjective 
insight of their engagement covering six sections as a basis of this qualitative analysis: The 
sections of brand engagement in this research are the following:  1) Familiarity and Founding 
about IRLs (Q1; Q2; Q9); 2) Preferred Content on SMPs (Q3; Q4; Q10; Q13); 3) Social-
Interaction and Responsiveness (Q5; Q6; Q7); 4) Personalization and Humanization (Q8); 5) 
Success on SMPs (Q11; Q12); 6) Branding Strategy (Q14);  and 7) SM Marketing Strategy 
(Q15; Q16; Q17). 
- Familiarity and Founding about Independent Record Labels 
Most familiar independent record label is CDA (92%), while CDM and BB have an equal level 
of familiarity (80%) among respondents. (see Figure 4.1). 
Figure 4.1 Respondents‟ familiarity with the IRLs 
 
Source: Own research 
Some respondents explained that they are only familiar with one IRL as R30 „I’m only familiar 
with BB. I know about the other brands, but I’m not familiar with them”, while others are more 
familiar with one IRL than another, as R42 mentioned “I’m very much familiar with CDA and 
















about CDM and BB and recently I’ve heard about CDA” that has recently found about a given 
IRL. 
Diverse sources for founding about IRLs are conducted in this research (see Figure 4.2). 
Figure 4.2 Sources of founding about IRLs 
 
Source: Own research 
Given the multiple nature of structured interview answers, the largest group of respondents found 
about IRLs through SMPs i.e. Facebook, Instagram & Youtube (see Figure 4.3). 
Figure 4.3 SMPs as sources of founding about IRLs 
 
Source: Own research 
CDM was mostly found on Youtube and Facebook, according to the answers of 13 and 8 
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Similar results were drawn about BB and CDA, which were largely found on Youtube and 
Facebook and only small amount of respondents found them on Instagram. More precisely, BB 
was found by 16 respondents on Youtube and 12 respondents on Facebook. Concurrently, CDA 
was mostly found on Facebook and Youtube, according to the answers of 19 and 17 respondents, 
respectively. Furthermore, on Instagram, CDA was found from 4 respondents, while BB from 
only 1 respondent.  Other sources include Web-sites; CD Compilations, Radio & Music; Venues; 
WOM (Friends, Family & Colleagues); Artists; and Research Bases & Interviews. CDM and BB 
were mostly found by their Web-sites and CD Compilations, Radio & Music. Some respondents 
found about these IRLs by visiting “their venues” (R17; R30; R42). Including CDA, WOM was 
the other source IRLs were mostly found. Another source that bounced out from CDA were their 
artists “Billy Esteban” (R2; R8; R41) or “Nickarth” (R42) and by “searching for new songs” 
(R4). 
CDA is mostly followed on Facebook (88%), while audience, second and third choice are 
Youtube (70%) and Instagram (62%). Similarly, CDM and BB are mostly followed on Facebook 
(66%), while there is a slight difference between the audience following them on Youtube and 
Instagram. More precisely, BB is followed on Youtube and Instagram by 58% and 54% of the 
respondents, meanwhile, with an equal 4% distinction, 52% and 48% respondents follow CDM 
on Youtube and Instagram, respectively (see Figure 4.4). 
Figure 4.4 IRLs following on SMPs 
 
Source: Own research 


























According to respondents‟, the main reason for following IRLs on SMPs is “to make sure” they 
“don’t miss any of their content” (R20). Some respondents as R40 don‟t follow IRLs on each 
platform, for the reason that “they haven’t got a profile/account on a given platform”. 
- Preferred Content on SMPs 
Above all, audience prefers “music content” on SMPs (R1; R3; R5; R6; R8; R11; R15; R21; 
R24; R27; R28; R32; R33; R34; R35; R39; R43; R49). According to their preferences, they 
mentioned “playlists” (R18; R29) “track-week” (R22) and “music genres” (R47) as: “chill-
out” (R37), “lounge music”, “ambient music” (R41) “oriental music” (R12) etc.  
In accordance to the mixed answers of respondents, they mostly prefer that IRLs are “spreading 
music from different parts of the world” (R3), as many of them indicated their amusement as: 
R27 “well, I love the music of all of them“, or R32“the music, I love their music and i love new 
music because i get bored fast and always like to hear something new”. Moreover, some 
respondents combined the music with imagination as R33“I love listening their music, because it 
takes me to another world in my imagination”, while others as R39“I love their music, the 
comfort that I get and brain relaxing listening to them. Their music is so peaceful and spiritual 
that has a big influence on my stress level during the day” and added various adjectives as 
“comfort”, “relax”, “peaceful”, “spiritual” etc.  
The answer given from R45 “IRLs are always positive and send us positive vibes with their 
music and news”, indicate that audience is pleased with music news and understand that content 
as a positive vibe from the IRLs. Moreover, R7 mentioned their “interaction, variety of artists 
and scenic views”. The “scenic views” are also represented in many other answers, where 
respondents especially indicate the content from “…unknown locations in the Middle East” 
(R26; R50), and “North Africa” (R11). Minor, but still significant, respondents also prefer 
“Visuals”, “Communicability”, “Simplicity” and Principles” and that IRLs are always 
“Organized and Professional” (R9; R13; R14; R15). 
CDM possess “Charm and Uniqueness” (R17) and according to R30“….I had felt the belonging 
in this brand”. Majority of respondents usually prefer content of “Photos”, “Views of 
Mediterranean Sea” and “Music and Compatibility” as R36, R40, R43 and R47, respectively. 
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BB represents “special music” (R10; R40; R48), still they also are “….interactive with their 
audience…..” (R20) and “interesting”, as a result of “discussions with other people who always 
have some new information about the music or lifestyle” (R30). Some respondents mostly prefer 
“Content” (R31), referring to their “Venues” (R35), “Photos” (R36), “Music” (R48) and 
“Meals” (R40).  
 Undoubtedly, CDA has a distinctive story than other IRLs. According to R30 “CDA always has 
new music and songs” that generates enjoyment on their “SM page with a special accent to their 
artist live performances…”, meanwhile “….their music genre is universal and compatible with 
other genres as techno” (R47) and “electro in combination with peaceful sounds” (R42). Not 
only respondents prefer their “Music” (R5; R12; R40; R48), they show great satisfaction with 
their “Track-week” playlists (R22) and other “Content” (R38). According to R4“…. CDM are 
very active and their content always comes along with a little personal touch and they possess 
the same “Charm & Uniqueness” as CDM (R17), but in a distinctive way. Other respondents 
prefer CDA, as a result of “…their way of presenting new content, interactions, events….” (R20) 
and discussions (R36).  
Not only, the audience doesn‟t prefer “non-musical” (R39; R50) and “same old” content (R27) 
on SM, they also don‟t prefer “events”(R9), “non-presence” (R24; R29), “lack of information” 
and “linked content #” (R45). According to R41 “I don't like when they promote other products 
such as food, drinks... I think that IRLs should only focus on their music and artists”, while R30 
complained that there are “other members who usually pretend to know everything and criticize 
music or something else” and advised IRLs that they “should not allow those kinds of members 
on their pages”. 
CDM audience doesn‟t like that they “don't post on daily-basis…” and “sometimes they post 
only once a week” (R20). There are complaints that they are “not responsive” (R1) and a 
suggestion that “they should more promote artists and music, than food and drinks” (R40; R42; 
R47). 
BB was also indicated as “not-responsive”, as a result of “being a large brand” (R1) and that 
sometimes they “ignore audience questions” (R31). According to R42“BB is very discrete 
record label. I was in Paris, though I’ve seen many other interesting things which they don't 
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share on SM” and added that “maybe this is a good point”, with an assumption that in this way 
they encourage audience visits in their venues. 
CDA audience has a “lack of homeland music such as ethno music with popular folk singers” 
(R5) and they use “too many #” (R38). According to R42“CDA is only about music and they 
should open more restaurants” so in this way “they can post more from the environment which 
they represent”, meanwhile CDA‟s audience doesn‟t prefer that “some fans who don't 
understand the music leave comments and discuss with other well-learned audience about 
music” (R46). 
Majority of respondents assume that IRLs share their best content on Youtube and Facebook 
(R20). According to R18, the main reason for such consideration is that “Facebook and 
Instagram are more personalized”, yet Youtube “is where the magic happens”. Moreover, R17 
added that “the best platform is Facebook, because audience can see the advertisement of new 
compilations/albums”. 
Although 48% of respondents state that CDM best content is seen on Youtube, some of them 
noticed that “CDM shares the same content on Facebook and Instagram” (R41), whilst they are 
“very active on their web-site so they don't need Youtube too much” (R50). Meanwhile, 26% 
and 32% of respondents stated that CDM shares the best content on Instagram and Facebook, 
respectively. According to R41, BB shares “the best content on Instagram”, still in the moment, 
its new Youtube channel “is too empty” so it should make more effort in resolving this problem. 
According to 52% of respondents, BB old Youtube channel has “great content” (R50). Only 20% 
and 32% of respondents state that BB shares the best content on Instagram and Facebook, 
respectively. 
CDA best content is seen on its Youtube channel (60%) that consists “a variety of music genre 
and artists” (R50). Moreover, CDA “makes the most effort on Facebook” (42%) where 
audience can “always see something new” (R41). Some respondents as R41 stated that “some 
posts” of CDA are shared only on “one platform” i.e. “other platforms still don’t have it. Only 
30% of respondents assumed that CDA shares the best content on Instagram. 
Music content achieves the greatest attention from IRLs audience. This includes songs, mixes, 
compilations, playlists, artists and releases, with an exclusive accent to content newness. 
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Numerous respondents are “attention-driven” by different music genres, as “chill-out music, 
oriental music and indie genres” (R37), “electro music combined with chill-out and relaxing 
music“(R39) and “new music, combination of music, mixes, live shows etc.“ (R40). 
CDM draws the best attention by “mixes of music” (R38), “live/DJ sets” (R46); and views from 
its “meals” and “Mediterranean sea” (R30; R35). According to R20, the audience is mostly 
“relaxed” by “good mixes of music” that refer to “beach style music”. Moreover, the audience 
is very interested in CDM “scenic patterns”, since “they open up a new world with fascinating 
places” which are desired “to be seen personally” (R7). 
Besides its “relaxing” (R20) “music mixes” (R10; R24; R30; R48), BB gets audience attention 
mainly from “rich photos” (R34) in relation to their “venues” (R31) and “creative interiors” 
(R35). 
CDA audience is amused with its “music” (R10; R16; R22; R29; R34; R35; R43; R48) 
referring to “mixes, releases and videos” (R4; R5) “combination of music genres” (R42) and 
“live/video performances” (R30) of its artists as Billy Esteban (R21) and Nickarth (R46). Some 
respondents prefer content of specific music genres, as “chill-out” and “ambient” music that is 
listened in order to relax during working days (R20). 
- Social-Interaction and Responsiveness 
CDA is most responsive IRL, with 2.85 average based on 40 answers (see Figure 4.5).  
Figure 4.5 Average of IRLs responsiveness on SMPs 
 










According to R18 “CDA has a great responsiveness on Youtube and Facebook groups” 
meanwhile, “they always have something to discuss with them”. (R34), a respondent who wrote 
them in DM, added that CDA “answered him/her the same day and were so nice!” (R36). 
CDM and BB are responsive with 2.00 and 1.96 average, which indicates a medium level of 
responsiveness. CDM is “responsive” (R44), “although they responded too late... after three 
days or more” (R39). Contrary, BB is responsive with “Likes” (R44) and sometimes they 
“respond to comments” (R36). In accordance to R31“sometimes BB isn’t responsive, as a result 
of large amount of comments”. Other respondents didn‟t give an answer to the question about 
responsiveness, due to “they never wrote them anything”. (R11; R22; R45) 
CDA accepts critics and suggestions with a 2.98 average, based on 29 answers (see Figure 4.6).  
Figure 4.6 Average of IRLs critics and suggestion acceptance on SMPs 
 
Source: Own research 
CDA accepts suggestions “always” (R35) in “positive manner” (R40; R46), and as a result its 
audience is genuinely “pleased” (R36). According to R18“it enables its audience to feel more 
involved in the decision making process in regard of different topics.” CDM and BB accept 
critics and suggestions with a 2.25 and 1.95 average, respectively. This result indicates that CDM 
and BB also accept suggestions and critics, yet on slightly lower level than CDA. As R40 
mentioned “both of them accept suggestions on a latent level” and CDM usually places “Likes” 










CDA and CDM don‟t have “critics” (R39; R40), yet many respondents mentioned that BB 
usually “doesn’t accept” or just “ignores critics” (R27; R30; R34; R35; R40). According to 
R34 the critics usually refer to BB “name” and “that should be explained to the audience”. 
Other respondents didn‟t give an answer to the question about critics and suggestions, due to 
“they haven’t read any critic” or “they don’t read the comment section” (R11; R17; R22; R41; 
R42; R47). 
IRLs are all “interactive, but on distinctive level in different periods” (R42) CDA is most 
interactive with a 2.88 average, based on 36 answers (see Figure 4.6).  
Figure 4.6 Average of IRLs interactivity on SMPs 
 
Source: Own research 
In accordance to CDA “responsiveness on its comments section” (R20) and “interaction with 
everybody on its page” (R46) they are “a leader in interactivity” (R17). This result might be 
dependent from CDA‟s “newness” in this industry, because “other two labels are earlier” 
(R41). Moreover, “the structured interview” is a “proof” that CDA “even makes researches” in 
order to “connect more with its audience” (R33).  
CDA “seriously has understood COVID-19 health crisis by sharing enjoyable content on daily-
basis” for what the audience was “very pleased”. According to R35 and R49, CDA is mostly 
interactive on “Facebook”. CDM and BB acquired an equal 2.04 average in interactions, based 
on 23 and 24 answers, respectively. CDM is “always there” for audience when it comes to 










CDM is mostly interactive on “Facebook” (R49) and “Instagram” (R35).  Due to “the long 
breaks a sharing among content” (R39) BB “are interactive only for a given period” (R41). 
According to R31“BB is interactive, but only with top fans and audience that appreciate them”, 
yet even if “they don’t usually respond to new audience at first”, there is “a large base of 
discussions on their content” (R40).  
BB is mostly interactive on “Youtube” (R35) and “Instagram” (R49). Other respondents didn‟t 
give an answer to the question about interactivity, due to “they never wrote them anything” 
(R45). 
- Personalization/Humanization 
BB is the most personalized/humanized IRL with a 2.34 average, based on 29 answers (see 
Figure 4.7). 
Figure 4.7 Average of IRLs personalization on SMPs 
 
Source: Own research 
According to R39 and R40, BB is superiorly personalized, due the “sense” of its “creative 
backgrounds”. The “basis” of its personalization is the Buddha statue that represents the “Asian 
culture” (R35).   
CDA achieved an average of 2.24, based on 37 answers, that also indicates great level of 
personalization. Its personalization arises from its “brand faces” i.e. artists: “Billy Esteban” and 










what is appreciated by its audience”. They are “open-minded about new genres, artists and 
interactions” (R39). Moreover, CDA is also devoted to “audience” by sending them “oriental 
vibes” (R18) in a “personalized content” (R35) that holds many forms as “camels, deserts”, 
belly dancers etc. (R18).   
CDM achieved 2.03 average based on 27 answers. Its content is mostly personalized by its 
venues, especially Ibiza with its sunsets, cocktails, events and parties. Some respondents 
indicated that CDM is contributing a great effort in promoting its venues and hospitality 
services, but it should also promote it music and artists (R33) on the same level. 
- Success on SMPs  
In general, IRLs are most successful on Youtube and least on Instagram. More precisely, 44%, 
42% and 52% of respondents confirmed that CDM, BB and CDA are most successful on 
Youtube, respectively. Simultaneously, an equal level of respondents, assume that IRLs are most 
successful on Instagram (14%). Facebook is somewhere in the middle, whereas 32%, 30% and 
40% respondents confirmed that CDM, BB and CDA are mostly successful on this SMP, 
respectively. Numerous respondents as R31 gave an explanation that IRLs are “most successful 
on Facebook, where they advertise, present and share all the news, events, albums, mixes and 
new music releases”. Same results were obtained, when respondents were asked about the least 
successful SMP.  More precisely, the majority of audience confirmed that IRLs are least 
successful on Instagram and most successful on Youtube. As R42 mentioned “IRLs” are surely 
“successful everywhere, including their radio, Spotify etc.”, but sometimes there is “a lack of 
videos on Youtube” (R42). According to the least successful SMP, some respondents as R17 
explained that “Instagram doesn’t have the marketing tools that provide music content, same 
level of success as Youtube”. 
- Branding Strategy 
According to majority of respondents, the branding strategy of IRLs is featured with a great level 
of “differentiation” (R25; R30; R33;R36; R42). IRLs are “internationally” (R39) “popular” 
(R50) and mostly get audience “attention” (R40) by using a diverse set of SM “tools” (R45) 
that make their content even more “entertaining” (R31). 
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IRLs manage different, but still “successful branding strategy” (R1; R3; R6; R7; R13; R15; 
R16; R17; R18; R20; R21; R27; R28; R29; R32; R37; R49) that depends from their “business 
network” which “incorporates several business fields” as “music, record label, hospitality” 
(R44) and “artists” (R43). 
IRLs are “widely known in Europe” (R50), yet the width depends of their main location.  
According to R41 CDM is more popular in Western Europe and CDA in Eastern Europe, while 
BB is more central, so their brand is expanding on both sides of the continent.  R42 added that 
IRLs show the audience something different with a cultural aspect from Middle East, that in 
Europe is something unique and in some regions still unknown and not reachable. (R42).  
IRLs branding strategies are similar, but with different marketing goals (R30).In relation to their 
music “they have a good brand strategy, because they stand for what their brand represent and 
they have an audience that loves their content”. They make a great effort “in creating and 
managing the music content that audience mostly prefer and want. They interact with audience 
and accept their suggestions”. Moreover, IRLs define themselves by representing a “unique 
content” referring to “different music that targets diverse audience around the world” (R20; 
R33).  
SM is the “best method” (R29) in which, IRLs “use variety of marketing tools to reach audience 
segments and their preferences” (R45). According to R13, IRLs “usually share Youtube content 
on other platforms”, so those “daily-basis shares draw attention” their audience to “turn on 
their radio channels or just find them on Youtube” (R40) 
The fundamentals that make CDM a”unique brand” (R17) are the “Mediterranean Sea” (R17) 
and “Ibiza” as a world known places for music events” (R47). In addition to their branding 
strategy “they don’t have many products that can represent them in the physical world as mugs, 
shirts, flags, hats etc.” (R38).  Meanwhile, BB has a “very different branding strategy from the 
other two”, because “they have their own culture and traditions” (R35), in relation to their 
interior design, Buddha statues and creativity.  
CDA has a “unique logo” (R8) and “even if they stared their business recently they have gained 
a lot of subscribers and followers” (R18). “They send their audience gifts (products with their 
logo) that audience quite much appreciates” (R32). However, the fundamental that differentiate 
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them from other IRLs are undoubtedly “their artists that have a long career in this industry” 
(R46) as “Billy Esteban” and “new talents” (R47) as “Nickarth”. 
According to all the above, not only “music is the basis” (R48) of IRLs branding strategy, it is 
also a foundation in creating an “amusing” and “enjoying” atmosphere (R36) on SMPs. 
Moreover “their images also add a brand value to the whole Eastern and ethnic vibe that their 
music represents” (R25). As a piece that is missed in IRLs branding strategies, the respondents 
suggested “sending more product gifts with their logo” (R27), “sponsored advertising” and 
“personalized groups” (R34) 
- SM marketing strategy 
SM marketing strategy of IRLs has a great level of “differentiation” (R27), referring to their 
“presence” (R20), “newness” (R38; R47), “consistence” (R41) and “reach” (R4), but also a 
similarity, referring to IRLs “content” (R7; R13; R31), “organization” (R16) and marketing 
tools. 
CDA and CDM “are always present for their audience, which is the reason of their success. 
Apart from other brands in the Music Industry, both labels are always with something new and 
unique” on social media platforms (R38; R47). Moreover, CDA has the “most aggressive SM 
strategy, even if the other two are older than this label, that doesn't mean that they shouldn't be 
more present on social media”. (R41). Some respondents (R30; R34) suggested that CDM and 
BB should share more content on a daily-basis and maintain more personalized relationship with 
their audience i.e. in accepting suggestions, as R18 mentioned “It is very important to make a 
personal touch with followers and to make them feel they belong within the label, to make them 
feel appreciated”. Contrary, CDA has “a good access with audience” (R5), “great content of its 
artists” (R8), “good communication” (R19), “constant presence” (R22) by creating and sharing 
something “new” on a daily-basis (R47). According to R17“it would be great to see more 
personalized content and personalit of the IRLs creators/owners, speaking with audience”. 
Numerous respondents suggested that IRLs “should share more content” (R36) and that they 
“can be better on Facebook” (R44) by “using sponsored content to reach more audience” 
(R39). Other suggested that “they need to interact with various SM more. This gains more 
followers if you’re personable and relatable” (R29). Solution for this can be other SMPs as 
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“Twitter”, where IRLs are less active, and “some of them even don't have an account” (R20; 
R29), or maybe “Tik-Tok” (R14), “Snap-chat or Twitch” (R9). Contrary, some respondents 
suggested that for total improvement on SM, IRLs “should delete one of the platforms so they 
can be more focused on the other two. They should have Facebook and Youtube only.” (R50).  
As a conclusion, although respondents have many improvement suggestions, they still seem to 
feel amused and enjoyed by IRLs. According to their final comments, they concluded with 
“super music” (R2) “keep up the good work as before” (R3; R4; R5; R10; R16; R20) “boost 
more” (R13) “fantastic job in spreading different styles of music alive” (R25) “more music 
please” (R33) and “best of luck” (R22) 
 
4.3 Discussion 
 “SM is very important” for IRLs marketing, where cross-functional teams are a great way in 
maintaining SMPs by making easier for audience to follow them. In relation to following on 
SMPs, CDM and BB have a large community on Facebook, consisting of 351K and 185K 
followers respectively. CDA is the newest brand in IRL industry with 18K followers on 
Facebook in the moment of research. On Instagram, CDM has the greatest monthly growth of 
audience with 1.621 new followers per-month, while BB and CDA are obtaining 342 and 311 
new followers per-month. CDA is a “leader” on Youtube, due to immense subscribers‟ growth 
that is 16.342 subscribers per-month i.e. about 8 times more than BB and CDM. According to 
unstructured interviews, CDA co-founders mostly invest in Facebook and Instagram, and “its‟ 
ironic for them” that CDA is most successful on Youtube – a SPM on which they invest less 
effort and time. Moreover, structured interviews show that many fans are recently familiar with 
CDA, yet despite CDA is a new brand in IRL industry, its music compilations are featured with 
high quality as other IRLs. CDA‟s co-founders expectation is that their brand is going to grow as 
CDM and BB in the next decade, due to their full dedication to marketing researches related to 
audience preferences as a main basis in CDA‟s music production.  
Audiences usually found about IRLs through SMPs, yet there are other sources as Web-sites; CD 
Compilations; Radio and Music; Venues; WOM (Friends, Family & Colleagues); Artists and 
Research Bases and Interviews. Most of audiences stated that IRLs are most successful on 
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Youtube and least on Instagram. CDA is mostly found on Youtube and Facebook, yet it invests 
time and efforts on all SMPs by using an aggressive marketing in order to increase its audience. 
This mechanism gets a positive feedback from its audience that is further used as a trend and 
tendencies research basis in its upcoming music production (Yue, 2011). BB tries to stay present, 
on a medium level, with a focus on Instagram. Despite that BB has the largest base of stories on 
Instagram; CDA with smaller base has about 5 times more content in Instagram‟ story panel. 
Same as BB, CDM is mostly focused on Instagram, whilst has the lowest level activity on 
Facebook. Structured interviews show that even if BB and CDM invest most time and effort on 
Instagram, still audiences mostly found about them on Facebook and Youtube.  
IRLs are differentiated brands, even though they share about 50% of their audiences and artists. 
CDM and BB are more oriented to transactional marketing strategy, while CDA is oriented to 
relationship marketing strategy. Even so, all IRLs use both strategies, yet on different level.   
Audiences understand IRLs as internationally popular brands that get attention by using diverse 
set of SM tools which make their content even more entertaining. From audience view, all IRLs 
have successful branding strategy. IRLs are widely known in Europe, yet the width depends of 
their main location. CDM is more popular in Western Europe, and CDA in Eastern Europe, 
while BB is more central as its brand is expanding on both sides of the continent. Still, all IRLs 
represent their audience a unique content that targets audience around the world. 
CDM and BB have similar marketing focus in relation to used marketing components in their 
content strategy. CDM uses double- and BB has a triple-focus, meanwhile CDA uses a 
comprehensive focus on their content strategy. The comprehensive focus of CDA derives from 
its organic strategy which main goal is quality music/artist an accent music styles of 
folktronica/ethnotronica as a combination of deep-house and folk/ethno elements. IRLs are 
modifying their content strategies according to the business fields in which they operate.   
Our findings show that IRLs are different in their music basis, whereas CDM is focused on chill-
out music; meanwhile BB and CDA are focused to lounge, deep-house, oriental and ethno music.  
Each IRL offers different brand experience still they have the same marketing goal “creation of 
emotional music”. Diverse preferences are found related to music genres as chill-out, lounge, 
ambient and oriental music. The audience attachment is mostly conceived by IRLs new music 
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that can be described by feeling of “relax”, comfort, “imagination” peace and “spirituality” 
Moreover, music content achieves the greatest attention from IRLs audience. CDM draws best 
attention by sharing music content, live/DJ sets and images from Mediterranean Sea, meanwhile 
BB gets most attention by rich photos from their venues and creative interiors. CDA‟s audiences 
is attention-driven by their music, mixes, releases, combinations and live/vide performances, 
mostly from CDAs artists as Billy Esteban and Nickarth.  
CDM content includes music on the front and Mediterranean Sea, Ibiza sunsets, venues 
hospitality and upcoming events in the background that make audience feel “as belonging to this 
brand”. Audiences in structured interviews approved that CDM content is featured with charm & 
uniqueness and that content from Mediterranean Sea and Music is mostly preferred with an 
addition that these marketing components make CDM a unique brand. BB is devoted to market 
researches about interior architecture, restaurant service and cuisine that integrate different 
business fields into one DNA. Audiences stated that BB also has own culture and traditions. This 
is similar to CDM branding strategy, as a reason that in comparative data analysis it‟s found  that 
BB content on SMPs is also focused on physical backgrounds as their venues, hospitality, events, 
creative interiors, yet music is still the base, they are oriented to growth and development in 
other inter-connected business fields. Contrary, the audience that visited BB venues confirmed 
that BB is more discrete brand, as a reason that in their venues there are much more interesting 
things to be seen, that this IRL doesn‟t share them on SMPs.  CDA has gone even further than 
other IRLs, due to their offering of “emotional stories” that initiate a whole consumer 
experience. Our findings showed that audience enjoys in CDA content, as a reason that it always 
offers something new that is featured with compilations of different music genres Contrary to 
CDM and BB, CDA is “all about music”, yet this IRL includes a comprehensive content strategy 
including artists, video/live performances and music products as main marketing components. 
The comprehensiveness is a result of their focus to attract different market segment and attach 
and retain them as loyal consumers. More precisely, CDA invests a lot of time and effort in 
building a strong personal relationship with audience, whereas it takes an online role as like-
minded „best friend” that can make audience feel more comfortable and enjoyable in 
discussions with it. CDA‟s brand promotion includes announcements about events, interviews 
and researches about CDA and many other components that refer to artist promotion. The Logo 
and Images from Middle-East, Dessert, Oasis, Oriental Dancers and Eastern Culture are highly 
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represented in its brand promotional story. CDA‟s “Merch” is consisted of many logo based 
products as t-shirts, sweatshirts, mugs etc., which they usually give to their audience as gifts.  
BB and CDM have a lack of content on Youtube, as a reason to the development and popularity 
of their web-site and radio networks. The lack of content is represented in many audiences‟ 
statements, as their main suggestions, that CDM and BB should share more content and be more 
present for audience on SM.  Moreover, audiences stated that these IRLs should promote more 
their artists and music, than other business fields. 
CDM and BB don‟t make any “personal connections” on Youtube, as they don‟t have much 
content on their channels and didn‟t share any post (informative or quiz) in the period of 
analysis. Still, CDM has famous playlists as “CDM Ibiza – Chill-out”, while BB has still been 
developing their new Youtube channel.  CDA uses the relationship marketing strategy as well 
on Youtube with a focus on organic CDA with an accent to audience responsiveness 
(comments, questions and DMs). Comprehensiveness is also represented on Youtube, yet in 
different manner – those are six inter-connected channels, with distinctive orientation in order 
to cover different market segments. CDA promotes exclusive/non-exclusive artists and 
distinctive music genres and has playlists almost on each Youtube channel, trying to maximize 
the satisfaction of its audience. Moreover, CDA shares posts on each Youtube channel achieving 
more personalized connection with the subscribers by “greetings”, “advice about COVID-19 
crisis”, “information about music and artists” and encouraging subscribers to participate in 
“quizzes” in order to gain information about their preferences and desires. 
IRLs are active on different week-days on Facebook and Instagram. CDA is active on daily-basis 
on Facebook, meanwhile other IRLs are active in chosen week-days as Wednesday and Thursday 
(CDM) and Monday and Thursday (BB). The same situation is found on Instagram where‟ CDM 
is most active on Tuesday and Friday, and BB on Monday and Friday. Even if CDA is active on 
a daily-basis, a decreased curve of sharing content is observed that has the highest point in week-
starts and lowest points in week-ends. Still, CDA marketers don‟t take a “day-off” through the 
whole week. 
CDM and BB achieve more emoticons on Facebook and Instagram, than CDA, due to their 
longer existence on IRL market that continuously gain them more followers. Greatest audience 
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affection on Facebook was found on content that represents IRLs music and artists as: CDM‟s 
“Andrew Weatherrall”, BB‟s “DJ Ravin” and CDA‟s “Nickarth”. On Instagram, most 
affectionate component for audience are CDM‟s “Ibiza Sunsets”, BB‟s “Creative Interiors” and 
“Events in Paris” and CDA‟s “music videos”.  CDM and CDA always use a link # that can bring 
audience to their information. More precisely, CDM usually uses #Ibiza and CDA 
#cafedeanatolia, meanwhile BB doesn‟t use links # to its content, yet linked content is not 
preferred from audience perspective.  
CDA presents SM content with a personalized text created as direct message to their audience 
wishing them “Perfect end of work week” or informing them about “New releases”. 
Personalization is observed in informative posts as “Soon”, “Happy”, “Thank you” “Support” or 
“We want to get to know you better”. CDA has a large base of “Likes/Dislikes” on its Youtube 
videos. On this SMP, most reacted videos are mixtures from its prominent artist Nickarth. 
Overall, IRLs are interactive and responsive, and CDA bounces out with greater averages in both 
levels of examination.  CDM has great level of social-interaction on Instagram (92.67%), and the 
lower level on Facebook (7.32%). Contrary, BB and CDA are more interactive on Facebook 
(79.5%; 63.5%) than Instagram (20.5%; 36.5%). CDM is more responsive on Instagram (32.1%) 
than Facebook (4.2%). Moreover, CDA and BB have a close level on both platforms, with a 
difference about 5-7% (more/less) responsiveness. Audiences are amused with interesting 
discussions on BB content that mostly relate to information about music or lifestyle. Audiences 
added that BB sometimes is not responsive due to large amount of comments on its content. 
Other audiences observed that BB is interactive, still on given periods and that it usually doesn‟t 
respond to new audiences at first.  
CDM is mostly responsive with emoticons i.e. by placing a “Like” on audience interactive 
comments, yet according to structured interviews results, CDM sometimes replies with a 
comment as well, yet after two-three days later.  Discussions are mostly observed on CDM 
content related to its venue in “Ibiza” and BB‟s “events in Paris”.   
The CDA‟s prominent artist Nickarth and the Quarantine Sessions are the main discussion 
triggers that encourage audience to participate in social-interaction. CDA is extremely interactive 
and responsive on Youtube where it has 3.575 comments on its videos in the period of analysis, 
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almost on each there is a reply with a comment on individual or collective level or reacts to the 
audience interactions. CDA‟s social-interactivity is observed also on its a post/quizzes on which 
and it also reacts or writes a responsive comment to audiences. The qualitative analysis added 
that CDA always replies to audience comments and questions and long-term audience of CDA 
that usually discusses the most on SPMs receiving logo gifts as a confirmation of loyalty. 
IRLs can learn a lot from audiences‟ critics and suggestions. CDA usually accepts suggestions in 
order to maximize audience satisfaction as the most important link of its value chain. Audiences 
replied that CDA accepts suggestions in positive manner and that it is always pleased to get 
involved in the brand decision making process. Meanwhile, CDM and BB accept suggestions, 
yet on more latent level. 
BB and CDA are more personalized brands than CDM, yet in different fields. BB personalization 
is seen in their physical characteristics as sense of their backgrounds (Buddha statue, 
Architecture, Creative interiors) meanwhile CDA is personalized with psychological 
characteristics i.e. a humanized “best friend”, “who” sends audience positive vibes and is always 
there for it. CDA‟s artists also participate in IRL personalization, where the most prominent ones 
are Billy Esteban and Nickarth. CDA is a personalized with physical characteristics as well, 
those can be camels, desserts, beautiful women etc.  
CDM doesn‟t have a recommendation section on Facebook. BB is rated with 4.5* in relation to 
BB‟s “music”, “venues”, “food”, “atmosphere”, “vibe”, “ambient”. A greater rating of 5* is 
observed on CDA‟s page  that almost always is related to its music as “perfect”, “great”, “love”, 
“enjoy”, “excellent”, “stunning” etc.  BB obtains 73.4 shares per-post, while CDA has 1.62 
shares per-post. Somewhere in the middle is CDM with 31 shares per-post. CDM‟s most shared 
content by audience is related to playlists and Ibiza sunsets, with music playing in the 
background. BB‟s mostly shared content is related to its artist “DJ Ravin” who has major 
significance in overall level of shares. CDA most shared post on Facebook is a video/live 
performance of its artist Nickarth.  
COVID-19 health crisis has an enormous impact for all IRLs and their businesses, still all of 
them are capable in “surviving” on the market. Most optimistic IRL is CDA that has taken the 
situation with COVID-19 seriously in order to entertain its audience with video/live 
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performances by its artist during this critical period. BB has also organized live/video 
performances with all their DJs, but CDM in this period hasn‟t made any “content”  in order to 
cause audience emotional relief.  
IRLs need to know their business on all levels, work hard and trust their teams. Most important 
traits in building a SM based community are innovation, persistency and creativity, while 
simultaneously IRLs should “be there” for audience in difficult times and “stay in budget” while 





















In this masters‟ thesis, an integrated-robust analysis (Brodie et al., 2013) was made with a focus 
on IRLs (CDM, BB and CDA) brand engagement in their SMPs communities (Facebook, 
Instagram and Youtube) where the cognitive, affective, social-interactive and behavioural 
dimension were examined. Moreover, brand engagement is in-depth analyzed from IRLs and 
audiences perspective that enabled us with a double-width view of this SM multi-dimensional 
marketing model.  
SM is an umbrella term of “social network sphere”, “network web structure” “interactivity 
space”, “virtual reality” and “marketing technology” used by IRLs in order to get a closer 
connection with their audiences and build positive relationship that further leads to brand 
engagement. SM is a classic example of how technology is capable to disarray the whole music 
industry and change the basics of competitive advantage (Wikstrom, 2014). SM has disrupted the 
marketing strategies of IRLs by implementing a set of innovative tools that assist them in 
creating and distributing their music content, (Nielsen, 2009), informing and educate audience, 
while promoting artists, events and products (Blackshaw & Nazzaro, 2004). 
Our findings show that IRLs (CDM, BB and CDA) use a combination of several SM marketing 
strategies, yet on different level and with distinctive focus on SMPs and marketing components, 
according to the nature of doing their business.  Each IRL has the same marketing goal “creation 
of emotional music”. Still, IRLs in the research are focused on distinctive music genres: CDM 
(chill-out music) and BB and CDA (lounge, deep-house, oriental and ethno music). 
CDM is especially popular in Western Europe. The brand uniqueness is followed by their main 
location in “Ibiza” and “Mediterranean Sea”. CDM is most followed IRL on Facebook and 
Instagram. CDM mostly uses transactional marketing strategy, and less relationship marketing 
strategy with a focus on Instagram and double focus on marketing components i.e. it promotes its 
brand and music. CDM is mainly active on chosen week-days as Wednesday and Thursday 
(Facebook) and Tuesday and Friday (Instagram). It gets a lot of affection from its audience 
especially to content that refers to music artists and images from “Ibiza Sunsets”. CDM has a 
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high level of social-interactivity, yet when it comes to responsiveness it is responsive but in an 
affective form – by placing an emoticons to audiences discussions.  
BB is a popular brand in Europe. The brand uniqueness is followed by its creative interior and 
venues architecture, hospitality services and the Buddha Statue. BB uses transactional marketing 
strategy in combination with relationship marketing strategy, with focus on Facebook and still 
triple-focus on marketing components as brand promotion, music and artists. BB is mainly active 
on chosen week-days as Monday and Thursday (Facebook) and Monday and Friday (Instagram). 
It gets a lot of affection from its audience especially to content that refers to music artists and its 
events. Audience often makes interesting discussions on BB‟s pages that mostly refers to its 
music and lifestyle. 
CDA is especially popular brand in Eastern Europe. The brand uniqueness is followed by its 
artists and new talents in the music industry, experimenting with combinations and compilations 
with different music genres and strong relationship with audience as a result of taking an online 
role as audience‟s “best friend” who sends positive vibes to them on daily-basis. It uses elements 
of Middle-East, Camels, Desserts, Oasis and Oriental Dancers as a part of its brand promotion. 
CDA uses relationship marketing strategy in combination with organic marketing strategy, with 
a focus on all SMPs and comprehensive focus on marketing components with the greatest accent 
to music and artists. As an addition to relationship marketing strategy, CDA is more aggressive 
than other IRLs in order to reach as most audiences as possible. CDA is active on a daily basis in 
each SMP where the highest point in the curve activity is observed in the week-starts (Monday-
Wednesday). It gets a lot of affection from its audience especially to content that refers to music 
artists and its video/life performances. CDA uses many forms of personalization by creating 
direct messages to its audience, while informing them about new information about its work. 
CDA is the most social-interactive and responsive IRL in this research on each SMP, with 
highest point of social-interactivity on Youtube. This IRL always replies the audience‟s 
comments and questions, where the most loyal ones usually receive a logo gifts as a confirmation 
of their “personalized relationship” with them. 
Our findings confirmed the H1in all used dimensions including the comparative data analysis 
and qualitative analysis. More precisely, it was proven that IRLs in our research use similar SM 
strategies, but show different outcomes in maintaining their consumer-brand relationship. 
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Our findings contributed to literature in SM marketing strategies of IRLs, especially in the field 
of maintaining a combination of several SM marketing strategies altogether in order to improve 
audience experience with the IRL and develop a relationship that can refer to “brand 
engagement”. Moreover, our findings are opening new research topics which include more 
brands from IRLs industry or other sectors of music industry, for what so far we‟ve confirmed 
that proper and continuous maintaining of SM marketing strategies on various SMPs is an 




















Strategije družbenih medijev so sestavni del splošne tržne strategije neodvisnih založb kot poceni 
tržna alternativa, ki ponuja ustrezna orodja za dostop, ciljanje, povezovanje in doseganje 
potrošnikov. Platforme družbenih medijev omogočajo neodvisnim založbam različne možnosti 
pri razvoju in negovanju produktivnega sodelovanja z blagovno znamko. Trenutno je z namenom 
ohranitve odnose s potrošniki vse več neodvisnih založb zainteresiranih za pridobitev znanja 
glede odzivov potrošnikov na blagovne znamke pri trženju družbenih medijev, ki 
eksperimentirajo z različnimi strategijami družbenih medijev. Platforme družbenih medijev 
vodijo uporabnike k medsebojnemu povezovanju, svobodni razpravi o blagovni znamki, 
primerjavi izdelkov in cen, prilagoditvi lastnosti izdelkov ter navsezadnje k naročilu. 
Magistrska naloga obravnava osnovna pisna gradiva na področju strategij družbenih medijev, 
sodelovanje z blagovno znamko in zlasti odnose neodvisnih založb s potrošniki. Obseg 
magistrske naloge je omejen na tri neodvisne založbe, in sicer: Café del Mar, Buddha Bar in 
Cafe De Anatolia kot blagovne znamke, ki uporabljajo iste platforme družbenih medijev: 
Facebook, Instagram in YouTube, z namenom povezovanja s svojimi globalnimi potrošniki ter 
negovanja pozitivnega odnosa. V zadnjem času strokovnjaki in teoretiki sugerirajo, da 
potrošniško sodelovanje ponuja vpogled v povezanostjo z blagovnimi znamki na platformah 
družbenih medijev v raznovrstnih  dimenzijah kot so kognitivne, afektivne, družbeno-
interaktivne in vedenjske, ki se uporabljajo kot raziskovalna podlaga. Neodvisne založbe, ki 
izvajajo trženje v družabnih omrežjih, morajo natančno analizirati veliko količino informacij 
glede potrošnikov, ki so jim na voljo, prisluhniti njihovim željam in določiti potrebe in segmente, 
ki bodo najbolj dovzetni za različne trženjske pristope. Za neodvisne založbe je ključnega 
pomena, da razumejo, kako različne skupine potrošnikov vplivajo, sprejemajo, vodijo in 
komunicirajo prek družbenih medijev. Večja kot je globina tega znanja, večja je učinkovitost 
neodvisnih založb. 
Magistrska naloga je vodena od hipoteze, da neodvisne založbe: Café del Mar, Buddha Bar in 
Cafe De Anatolia uporabljajo podobne strategije družbenih medijev, vendar kažejo različne 
rezultate pri ohranjanju odnosa med potrošniki in blagovno znamko. Za dokazovanje hipoteze je 
bila izvedena teoretična in kakovostna primerjalna analiza podatkov. Natančneje, primerjalna 
analiza podatkov zajema strategije družbenih medijev neodvisnih založb na platformah 
družbenih medijev: Facebook, Instagram in YouTube, ki temeljijo na modelu dimenzij 
angažiranosti blagovne znamke, vključno s statističnimi izračuni sledilcev in vsebine (kognitivna 
dimenzija), smejkov (afektivna dimenzija), interaktivni in odzivni komentarji (socialno-
interaktivna dimenzija) ter priporočila in delitve (vedenjska dimenzija). 
Za povečevanje zanesljivosti in gotovosti raziskav smo na podlagi raziskovalnih tehnik 
strukturiranih in nestrukturiranih intervjujev preučili izbrani vzorec glavnih zainteresiranih strani 
pri vključevanju potrošnikov, oz. potrošnikov in notranjih predstavnikov podjetij neodvisnih 
založb. Naše ugotovitve so potrdile, da neodvisne založbe uporabljajo iste strategije za socialne 
medije, tj. strategijo transakcij in odnosov, vendar z drugačnim tržnim poudarkom, medtem ko 
Café del Mar uporablja dvojni, Buddha Bar trojni in Cafe De Anatolia celoviti poudarek. 
Neodvisne založbe v tej raziskavi imajo enak marketinški cilj „ustvarjanje čustvene glasbe“, 
vendar ustvarjajo značilne glasbene zvrsti. Dokazano je, da je priljubljenost neodvisnih založb 
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odvisna od njihove lokacije, na primer Café del Mar je bolj priljubljen v zahodni (Ibiza, Španija), 
Cafe De Anatolia v vzhodni (Vinica, Makedonija) ter Buddha Bar v srednji Evropi (Paris, 
Francija). Cafe De Anatolia je vsak dan aktivna na vseh platformah družbenih medijev; Medtem, 
ko sta Buddha Bar in Café del Mar bolj usmerjena v Facebook in Instagram, le ob izbranih 
dnevih. Vsaka neodvisna založba ima znanega glasbenega umetnika kot »obraz znamke«, ki 
zbira največ pozornosti na platformah družbenih medijev, vključno z vsemi dimenzijami 
blagovne znamke, hkrati pa imajo tudi svoj osebni podpis, ki lahko vključuje kreativno 
notranjost, prireditve, prizorišča in kar je najpomembneje način negovanja osebnega odnosa s 
potrošniki. Razlike najdemo v količini izmenjave vsebine na družbenih omrežjih, sprejemanju 
kritikov in predlogov, socialni interakciji in odzivnosti, ki je večinoma odvisna od stopnje 
razvoja IRL in podobe blagovne znamke. 
Nazadnje imajo neodvisne založbe v tej raziskavi poseben pristop v času krize s COVID-19, kjer 
je Cafe De Anatolia s svojimi karantenskimi sejami sprožila ogromno stopnjo sodelovanja 
blagovnih znamk na platformah družbenih medijev, vključno z mnogimi video posnetki v živo 
na vsaki platformi, ki so zabavali občinstvo v teh težkih časih. 
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Appendix A: Unstructured Depth Interview 




We know you as one of the co-founders of CDA. Although you have been featured in more than 200 
releases, you also have released more tracks as a part of BB compilations in the past years. CDA also has 
some insight cooperation with CDM. 
 
Questions and Answers: 
1. What do you say about IRLs as CDM, BB and CDA when people mention them to you? 
Well, I know very well CDA. Haha. Yes, that is true. I must say that all of them are very different in 
brands even though they have similar fan group and they share similar artists. BB is more about lounge 
music, CDM is chill out, and CDA is deep house, oriental, ethno music. Still the music is instrumental for 
all of them but in brand stories we are very different.  
 
2. Do you think these IRLs (CDM, BB and CDA) have a successful branding strategy? 
Well if people know about them they are successful right? I know that CDA is not as successful as BB 
and CDM, but we hope it will be there in 10/20 years. We believe a good percentage of the listeners on 
Youtube are also familiar with our brand. We make a lot of researches about their perception of the brand 
and most of the fans will say: CDA reminds me of good ethno/oriental but modern music, of desert, of 
beautiful women, of camels wandering, ethno elements etc. They differentiate the music and the brand 
from other brands because they believe we offer not only music, but we offer feeling, a story and a whole 
experience. The same is with CDM and BB, just they are different from us of course. That is why we 
believe we are heading good in the branding process. 
 
3. Do you think these IRLs (CDM, BB and CDA) have a successful SM strategy? 
We have very loyal fans and everything is organic on our social media. We focus on quality music, 
quality artists, we force our style which is new btw in the music industry (folktronica/ethnotronica) it 
means electro music in our case deep house combined with folk/ethno elements. We try to be persistent, 
listen to our fans, answer their comments, connect with them and their needs and at the same time try to 
stay natural, original and consistent in our leaving our mark.  We can say we are successful on Youtube, 
not as much as CDM, but we are more successful than BB. Instagram and Facebook are not so big, but we 
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are investing in this also as well as Spotify. By investing I mean time and effort, not money. It is funny 
but we never have made any paid boosting and ad for more followers or likes. Haha. 
 
4. On which SMP you invest the most? On which SMP you invest the least? What are your most 
followed SMPs and which SMP is followed the least? 
Those are a lot of questions. Well as I said, we give the most effort and time on Spotify, Instagram, 
Facebook. Youtube we don't post to often but we have scheduled for 3 months to 6 months from before, 
so we don't waste time there. It is ironic because we don't give a lot of time to our Youtube channels and 
they are the most followed platforms from our SM. There is big potential in Spotify. The least is our 
Instagram with 9k followers.  
 
5. Do you know CDAs audience in long-term? How do you know about them? Do you invest in 
them? 
Well we know our long term fans. These are the people that comment on every video, on every post on 
Facebook and Instagram. We love our fans, we communicate with them through comments, posts. Also if 
we see that someone is a very good fan we usually send them T-Shirt  with our logo. Most of them after 
will put the picture with the our logo/brand on their profile pictures which confirms that they are our loyal 
fans. So it is a magical circle.  
 
6. Do you follow your competitors? Are BB and CDM in your opinion, your competitors? 
Not at all, I mean we don't see them as competitors, but as collaborators. We have different kinds of 
musical styles and they are very good in their field. We want CDA to be the best in 
folktronica/ethnotronica style. 
 
7. Do you think CDA is responsive on SMPs? What about CDM and BB? 
We try to be responsive as much as possible because we understand that we are here because of our fans. 
Monika is entitled for that. We always reply on their comments, questions, even though sometimes we 
have so many comments/messages, that is impossible to keep up. But we try our best and hope that our 
fans understand us. About competitors we never follow them and honestly i don't know if they are 
responsive. Maybe you should ask them or better say ask their fans.They know how to answer the best.  






8. Do CDA accept critics and suggestions from you audience? What about CDM and BB? 
Of course, as I said, the fans and people that are listening to our music are the most important for us. If we 
have the same notice or suggestion from our fans we go and fix the problem immediately. For example, a 
lot of our fans suggested that we start selling t-shirts with our logo, so we are working on that right now. 
We basically follow their needs and wants.  
 
9. Do you think that CDA is a humanized/personalized brand on SMP? What about CDM and 
BB? 
Well this i can't answer; you need to ask our fans. We try to be a good brand that is connected to their 
fans BY ANY MEANS. I mean when some fan will write: Thank you CDA, your music pulled me out of 
depression, sickness, bad times, that is personalization in my opinion. When our fans are our closest 
friends.  About the competition I can't say anything, because we really don't follow them. This question is 
for their fans. 
 
10. Does CDA audience have more women or men? 
Well, surprisingly more men listen to CDA music.  
 
11. What is the demographic, psychological and physical profile of CDA audience? 
Most of our fans are from the USA, Germany, Turkey, Italy, Romania and France. They are mostly men 
between 23-45 years old; also 40% are women from the same countries. We don't know their 
psychological profile that much, but we sure know they are people that have good ear for music. Haha. 
 
12. Did you have some unwanted moments with CDA audience, so they unfollowed CDA? 
Of course. People come and go. It‟s natural. We have never had an open argument with them, so they go 
byunfollowing us but people usually unfollow you when they don't like the content you post or they have 
subscribed for something different. We have this genre but some of the artists are slower, some more 
quick so some people like the music, some not, but there is something for all.  
 
13. What is the most important trait in making a SM based community? 
Innovation, persistency and creativity. You have to be persistent, be there for them, answer their 
questions. Second, you have to be creative and innovative. Nobody likes to see the same thing all the 





14. How is CDA handling the COVID-19 crisis? 
This situation affected us all, so all we can do is to find ways to be optimistic and strong. We noticed that 
people are listening to our music but they aren't truly connected with our brand in these difficult times. So 
we created quarantine sessions to make their time in quarantine go easier and faster. Every night for the 
whole Week at 8pm we had one of our artists perform an online live DJ set that lasts 1-2 hours. Our artists 
are from all over the World so at the beginning they would say something about their country and how 
they are handling the virus. Our fans will comment and connect with us and with the other fans in the 
comment section though sharing their unique story. It is good to know that you are not alone in this and 
that we are all connected. About the others I think some of them took this idea, and continued it. What I 






























We know you as one of the main compilers of CDA. You had collaboration as DJ with CDM until 2018 
in Ibiza and had released various tracks by BB in the previous years. 
 
Questions and Answers: 
1. What can you say when people mention CDM, BB and CDA to you? 
Nowadays a lot of labels work with ethnic music but BB and CDM are the first ones that launched this 
kind of music and remain the most popular. Despite CDA being a new brand, its compilations have very 
high quality.    
 
2. How will you describe your experience with CDM, BB and CDA? Can you compare the work 
atmosphere of the three IRLs? 
Each brand has its different experiences and its personality but all of them are linked by the same aim to 
create new emotional music. 
 
3. Do you have any unwanted moments with CDM, BB and CDA? 
No real bad moments but sometimes different needs leading me to move elsewhere. 
 
4. Do you think CDM, BB and CDA have a successful branding strategy? 
CDM and BB have a solid strategy, CDA as a new brand is improving day by day. 
 
5. How do you differentiate CDM, BB and CDA according to their brands? 
The main difference is that CDM and BB are the oldest brands in this field and are the first ones that 
made popular this music. 
 
6. Do you follow CDM, BB and CDA on SMP? Do you think they have a successful SM strategy? 
Yes, I do always. Yes but they might improve. 
 
7. On which SMP they (CDM, BB and CDA) invest the most according to your experience? On 
which SMP they invest the least? 




8. On which SMP you think they (CDM, BB and CDA) have the best results? On which SMP they 
have the lowest results? 
They have success exactly where they invest. 
 
9. Do you think CDM, BB and CDA share the same circle of audience? 
50%. 
 
10. Do you think the IRLs (CDM, BB and CDA) know and see each-other as competition? 
Yes of course and there is also a lot of competition, especially between Djs that make compilations for the 
labels.  
 
11. Do you think IRLs (CDM, BB and CDA) are responsive on SM? 
Yes they are. 
 
12. Do you think IRLs (CDM, BB and CDA) accept critics and suggestions from their audience and 
artists? Do you think they make improvements after accepting a critic or suggestion? 
Not so much. 
 
13. Do you think IRLs (CDM, BB and CDA) are humanized/personalized on SM? 
Not so much but they are a society so for me it‟s better if they are not too much humanized. 
 
14. Do you have any recommendation for IRLs (CDM, BB and CDA) improvement on SM?  
No because they are cool as well. 
 
15. Do you think IRLs (CDM, BB and CDA) are successfully handling the COVID-19 crisis?  
Yes, BB organized more live shows with all DJs of the brand, CDA also with artists and DJ, less CDM; it 













We know you as one of the co-founders (together with your husband Mr. Raymond Visan and DJ/interior 
designer Claude Challe) of the well-known “Buddha Bar” brand that today is a considerable network of 
restaurants/bars/hotels in more than 20 locations around the World. You are also a cofounder of B Fly 
(now Bound), Barrio Latino, Barlotti and George V Records (Record Label a.k.a. BB Music). We know 
you as a strong woman with business spirit, who has boldly launched other projects as well, such as your 
first BB Spa in Eian-les Bains in 2007 and many more.  
 
Questions and Answers: 
1. How do you manage to lead all BB separate businesses? Describe one day in Tarja Visan’s life 
as a successful business woman? 
Actually the trademark BB is only one business profile with different sectors but they all make it 
together the brand BB .The lifestyle, restaurants, Spa‟s , hotels and the music. They all need to have a 
same DNA. I always wake up early around 7 am , trying not finish the dinners too late the night 
before .The first thing I do is my gym and after having a coffee and some fresh juice . I start working 
around 9.30 -10.00 am. My working days are very variable, because I have a huge chance to travel all 
around the world. My work is a lot of meetings with architects, chefs, my team site visits, food 
tastings and having the meals in different restaurants. For my work to get new ideas and inspirations, 
I explore many expositions, art galleries and reading a lot about the news. I need to stay in fashion 
and catch up with the young people. 
 
2. How did everything with BB start? What was the main idea and goal in the very first 
beginnings of the company? 
First BB was opened in Paris, 1996. The main idea was giving a traveling experience somewhere with the 
taste food, the sound music and the visual decoration, without traveling very far from home .With BB 
music we have a chance to get all the generations together under the same roof, world music. 
 
3. Today, there is BB all around the World. Have you expected that this idea will become such a 
big brand? 
Let's say, I have an amazing team working with me for many years. Our focus has been always to keep 
the standards high since beginning. Nothing comes free, but you need to have a little bit of luck too. 




4. The idea and concept of BB hotels/restaurants/bars is also very connected with BB Music and 
the compilations you release on yearly level are received very well by the population. They have 
become synonyms for sophisticated lounge music and are basically the foundations of 
instrumental music. Tell us more about this musical path? It was first the record label or the 
hotels/restaurants/bars? How did you manage to connect these two different businesses? 
Music has been always a huge part of the concept BB, the sound, ambiance .We lounge our record 
company in 2000 to be able to produce BB music for our clients. They could enjoy the BB combinations 
anywhere. The Music path, we love happy and lyrical sound .We enjoy working with the artists all over 
the world . Our in house DJ team is fantastic, each of them have a huge talent and they give a perfect 
vibe for BB Music . 
 
5. Did you encounter any difficulties, while launching the brand with the name “Buddha”? 
About the name BB, it's a trademark and absolutely nothing to do with the philosophy. 
 
6. According to your experience, what is your best advice for young entrepreneurs about 
franchising their businesses? 
Franchising your business, you need to have a very strong structure on place about the concept including 
the financial part! The business model must be profitable .The numbers must be right to get going. 
 
7. What is your best advice for young entrepreneurs about branding their business? 
Today the social media gives you a very fast response so they need to collect all the information‟s about 
the consumers and taking all the feedback to develop the branding. 
 
8. Do you think SM is important for branding and marketing of the businesses? 
SM is super important i think. 
 
9. In your opinion what is the best SM strategy for business? 
1) Ask SM followers to modify their settings; 2) Strive to be more concise; 3) Tailor for the SMP; 4) Give 
your followers what they want; 5) Create a cross-functional team; 6) Make it easy to follow your brand; 
7) Experiment with timing and frequency; 8) Engage influencers; 9) Be more social; 
 
10. What do you do to connect better with the fans of your brand on SM? 
SM marketing, you need to be consistently posting valuable content that will attract a following, who is 
going to trust you enough that they will want to spend the money on that product. Always, you need to 
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give the latest news for the fans and keep them on present happenings.  
 
11. Do you think one brand should be responsive, humanized/personalized towards their 
consumers/customers/fans? 
Yes, of course  
 
12. Do you accept critics and suggestions from your consumers/customers/fans? 
Yes, you learn a lot from critics and suggestions. 
 
13. Do you know the brands CDM and CDA? 
Yes, I know very well. They do an excellent job. 
 
14. Do you think they have a successful branding and marketing strategy on SM? 
Unfortunately I do not follow them daily so cannot tell. 
 
15. How do you approach the COVID-19 crisis and what impact it has on your brand? 
Who could imagine in February that our lives turned around! I feel like watching a horror movie that 
isn't ended .We will learn and accept the new way of living and the life must go on. it's not the first 
time neither the last, that something bad happened. The COVID-19 will stay in a history books 
forever. Luckily the humans are strong and the memory very short, so we will survive . Of course it's 
an enormous impact for our business but unfortunately can't do very much. 
 
16. As a successful business woman, what would you give as an advice to the young business 
women? 
My advice is very simple, you need to know your business on all levels,working hard and trust your 








Appendix B: Structured Consumer Interview 
Introduction: 
Dear Respondents, this is a structured interview for the Master‟s thesis research of the candidate 
Monika Ilieva entitled “Independent Record Labels on Social Media” 
 
Questions: 
1. Are you familiar with any of the following Independent Record Labels: Cafe De Anatolia, 
Café del Mar and Buddha Bar?  
--------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------- 
2. How (and where) did you find about them? 
--------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------- 
3. What do you like the most about them regarding their Social Media? 
--------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------- 
4. What you don‟t like about them regarding their Social Media? 
--------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------- 





















10. Which content of the brands draws your best attention? 
--------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------- 
11. Where do you think they are most successful? On which Social Media platform? 
--------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------- 
12. Where do you think they are the least successful? On which Social Media platform? 
--------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------- 
13. On which Social Media platform they share their best content? 
--------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------- 
14. Do you think they have good branding strategy? Why? 
--------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------- 
15. Do you think they have good Social Media strategy? Why? 
--------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------- 
16. From your point of view, which Social Media platforms the brands need improvement? 
--------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------- 




Table A1. Familiarity with the IRLs 





Table A2. Sources of founding about IRLs 
  CDM BB CDA 
SM 21 22 29 
Web-site 7 7 4 
CD Compilations, Radio & Music 6 6 4 
Venues 3 1 0 
WOM (Friends, Family & Colleagues) 8 7 8 
Artist 0 1 4 
Research bases & Interviews 0 1 1 
SM 
  CDM BB CDA 
Facebook 8 12 19 
Instagram 2 1 4 
Youtube 13 16 17 
 
Table A3. Mostly “liked” about IRLs SMPs 
Respondent CDM BB CDA 
R1 Youtube Youtube Youtube 
R2 / / / 
R3 Music Music Music 
R4 / / Activity 
R5 / / New Music 
R6 Music Music Music 
R7 Interactivity & Artists Interactivity & Artists Interactivity & Artists 
R8 Music & Photos Music & Photos Music & Photos 
R9 Visuals Visuals Visuals 
R10 / Not ordinary (special) Not ordinary (special) 
R11 Music & Photos Music & Photos Music & Photos 
R12 / / Oriental Music 
R13 Communicative Communicative Communicative 
R14 Simplicity & Principles Simplicity & Principles Simplicity & Principles 
R15 Music Music Music 
R16 Organized & Professional Organized & Professional Organized & Professional 
R17 Charm & Uniqueness / Charm & Uniqueness 
R18 Playlists Playlists Playlists 
R19 / / Communicative 
R20 Life-streams & Mixes Interaction Content & Interactivity 
R21 Music Music Music 
R22 / / Track-week 
R23 / / / 
R24 Music Music Music 
R25 / / / 
R26 Content Content Content 
R27 Music Music Music 
R28 Music Music Music 
R29 Playlists (Versatility) Playlists (Versatility) Playlists (Versatility) 
R30 Belonging Discussions & Lifestyle New Content/Live videos 
R31 / Content / 
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R32 Music Music Music 
R33 Music & Imagination Music & Imagination Music & Imagination 
R34 Music Music Music 
R35 Music Venues Posts Music 
R36 Photos Photos Discussions 
R37 Chill out Music Chill out Music Chill out Music 
R38 Content / Content 
R39 Music & Comfort Music & Comfort Music & Comfort 
R40 Views of Mediterranean Music & Food Music 
R41 Lounge & Ambient music Lounge & Ambient music Lounge & Ambient music 
R42 / / Music Combinations 
R43 Music & Content / / 
R44 Content Content Content 
R45 Positive vibes Positive vibes Positive vibes 
R46 / / Music 
R47 Music Genre & Compatibility / Music Genre & Compatibility 
R48 / Music Music 
R49 Youtube Content Youtube Content Youtube Content 
R50 Content Content Content 
 
Table A4. Mostly “disliked” about IRLs SMPs 
Respondent CDM BB CDA 
R1 Not responsive Not responsive Very responsive 
R2 / / / 
R3 / / / 
R4 / / / 
R5 / / New music (ethno & folk singers) 
R6 / / / 
R7 / / / 
R8 / / / 
R9 Events Events Events 
R10 / / / 
R11 / / / 
R12 / / Fake News 
R13 / / / 
R14 Expanding (SM)* Expanding (SM)* Expanding (SM)* 
R15 / / / 
R16 / / / 
R17 / / / 
R18 Lack of Information Lack of Information Lack of Information 
R19 / / / 
R20 Posting once-a-week Ok Ok 
R21 / / / 
R22 / / / 
R23 / / / 
R24 Non-presence Non-presence Non-presence 
R25 / / / 
R26 / / / 
R27 Same old content Same old content Same old content 
R28 / / / 
R29 Frequency of posting Frequency of posting Frequency of posting 
R30 Members Comments Members Comments Members Comments 
R31 / Ignoring audience questions / 
R32 / / / 
R33 / / / 
R34 / / / 
R35 / / / 
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R36 / / / 
R37 / / / 
R38 Too many # / Too many # 
R39 Posts without music Posts without music Posts without music 
R40 Non-presence (Artists) Ok Ok 
R41 Other products - promotion Other products - promotion Other products - promotion 
R42 Sharing everything Discretion Non-environmental posts 
R43 Frequency of posting / / 
R44 / / / 
R45 Too many # Too many # Too many # 
R46 / / Members Comments 
R47 Posts without music / Posts without music 
R48 Error / Error 
R49 / / / 
R50 Posts without music Posts without music Posts without music 
 
Table A5. Responsiveness 
  CDM BB CDA 
High 7 8 35 
Medium 9 8 4 
Low 7 9 1 
Unrated 27 25 10 
Average 
  CDM BB CDA 
High (x3) 21 24 105 
Medium (x2) 18 16 8 
Low (x1) 7 9 1 
Total 46 49 114 
Number of answers 23 25 40 
Average 2 1.96 2.85 
 
Table A6. Critics & Suggestions 
  CDM BB CDA 
High 8 7 27 
Medium 9 5 1 
Low 3 8 1 
Unrated 30 30 21 
Average 
  CDM BB CDA 
High (x3) 24 21 81 
Medium (x2) 18 10 2 
Low (x1) 3 8 1 
Total 45 39 84 
Number of answers 20 20 29 








Table A7. Interactivity 
  CDM BB CDA 
High 8 8 33 
Medium 8 9 2 
Low 7 7 1 
Unrated 27 26 14 
Average 
  CDM BB CDA 
High (x3) 24 24 99 
Medium (x2) 16 18 4 
Low (x1) 7 7 1 
Total 47 49 104 
Number of answers 23 24 36 
Average 2.04 2.04 2.88 
 
Table A8. Personalization 
  CDM BB CDA 
High 8 17 23 
Medium 12 5 9 
Low 7 7 5 
Unrated 23 21 13 
Average 
  CDM BB CDA 
High (x3) 24 51 69 
Medium (x2) 24 10 18 
Low (x1) 7 7 5 
Total 55 68 83 
Number of answers 27 29 37 
Average 2.03 2.34 2.24 
 
Table A9. Following IRLs on SMPs  
  CDM BB CDA 
SMP 15 14 21 
No answer 11 11 1 
Individual level 
Youtube 27 29 35 
Instagram 24 26 31 
Facebook 33 33 44 
 
Table A10. Content that achieves the most attention from followers 
Respondent CDM BB CDA 
R1 Content Content Content 
R2 / / / 
R3 Compilations Compilations Compilations 
R4 / / Videos 
R5 / / Releases/Mixes 
R6 / / / 
R7 Content* / / 
R8 Mixes Mixes Mixes 
R9 Videos Videos Videos 
R10 / Music Music 
R11 / / / 
 
138 
R12 / / / 
R13 New songs/mixes New songs/mixes New songs/mixes 
R14 Videos Videos Videos 
R15 Music Music Music 
R16 / / Content 
R17 Live/DJ set / Live/DJ set 
R18 Week playlists Week playlists Week playlists 
R19 / / / 
R20 Content Mixes/Relax Chill-out/Oriental 
R21 / / Billy Esteban 
R22 / / Music 
R23 / / / 
R24 / Content / 
R25 Music Music Music 
R26 Videos Videos Videos 
R27 Music Music Music 
R28 Everything Everything Everything 
R29 / / Content 
R30 Food Music Music/Live 
R31 / Venues / 
R32 Content Content Content 
R33 Everything Everything Everything 
R34 / Photos Music 
R35 Sea & Food Interior Music 
R36 Music Music Music 
R37 Music/Venues Music/Venues Music/Venues 
R38 Music/Discussions / Music/Discussions 
R39 Music/Mixes Music/Mixes Music/Mixes 
R40 Everything Everything Everything 
R41 Music Music Music 
R42 / / Combinations 
R43 / / New music/talents 
R44 Announcements Announcements Announcements 
R45 Music Music Music 
R46 / / AODION 
R47 Video/Live / Video/Live 
R48 / Music Music 
R49 New artist/New music New artist/New music New artist/New music 
R50 Music Music Music 
 
Table A11. SMP on which IRLs are most successful 
  CDM BB CDA 
Facebook 16 15 20 
Instagram 7 7 7 
Youtube 22 21 26 
No answer 10 12 3 
All SMPs 1 1 1 
 
Table A12. SMP on which IRLs are least successful 
  CDM BB CDA 
Facebook 9 10 9 
Instagram 14 14 19 
Youtube 2 1 1 
No answer 23 23 20 
All SMPs  0  0  0 
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Table A13. SMP with the best content 
  CDM BB CDA 
Facebook 16 16 21 
Instagram 13 10 15 
Youtube 24 26 30 
No answer 11 11 4 
All SMPs 4 3 7 
 
Table A14. Success of IRLs branding strategy 
Respondent CDM BB CDA 
R1 Yes Yes Yes 
R2 / / / 
R3 Yes Yes Yes 
R4 / / / 
R5 / / Yes 
R6 Yes Yes Yes 
R7 Yes Yes Yes 
R8 / / Yes 
R9 No No No 
R10 / Yes Yes 
R11 / / Yes 
R12 / / Yes 
R13 Yes Yes Yes 
R14 No No No 
R15 Yes Yes Yes 
R16 Yes Yes Yes 
R17 Yes / / 
R18 Yes Yes Yes 
R19 / / Yes 
R20 Yes Yes Yes 
R21 Yes Yes Yes 
R22 / / Yes 
R23 / / / 
R24 / / / 
R25 Differentiation Differentiation Differentiation 
R26 Might be Might be Might be 
R27 Yes Yes Yes 
R28 Yes Yes Yes 
R29 Yes Yes Yes 
R30 Differentiation Differentiation Differentiation 
R31 Entertaining Entertaining Entertaining 
R32 Yes Yes Gifts 
R33 Differentiation Differentiation Differentiation 
R34 / Improvement Improvement 
R35 Status quo Differentiation Differentiation 
R36 Differentiation Differentiation Differentiation 
R37 Yes Yes Yes 
R38 Physical products / / 
R39 International International International 
R40 Attention Attention Attention 
R41 Popularity (Western) WOM & Creative Popularity (Eastern) 
R42 Differentiation Differentiation Differentiation 
R43 Dependencies Dependencies Dependencies 
R44 Business network Business network Business network 
R45 Tools & Segments Tools & Segments Tools & Segments 
R46 / / Artists/Differentiation 
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R47 Venues / Artist/Marketing 
R48 / Music Music 
R49 Yes Yes Yes 
R50 Popularity Popularity Popularity 
 
Table A15. Success of IRLs SM strategy 
Respondent CDM BB CDA 
R1 Not consistent Not consistent Yes 
R2 / / / 
R3 Yes Yes Yes 
R4 / / / 
R5 / / Yes 
R6 Yes Yes Yes 
R7 Live/Playlist/Photos Live/Playlist/Photos Live/Playlist/Photos 
R8 / / Posts/Artists 
R9 Yes Yes Yes 
R10 / Yes Yes 
R11 / / Yes 
R12 / / Yes 
R13 Yes Yes Yes 
R14 No No No 
R15 Yes Yes Yes 
R16 Yes Yes Yes 
R17 Yes    
R18 Yes Yes Yes 
R19 / / Yes 
R20 Yes Yes Yes 
R21 Yes Yes Yes 
R22 / / Yes 
R23 / / / 
R24 / / / 
R25 / / / 
R26 / / / 
R27 Differentiation Differentiation Differentiation 
R28 Yes Yes Yes 
R29 Yes Yes Yes 
R30 More content More content Yes 
R31 Yes & No Yes & No Yes & No 
R32 Yes Yes Yes 
R33 Presence Presence Presence 
R34 / More content Yes 
R35 Aggressive Aggressive Aggressive 
R36 No No No 
R37 Yes Yes Yes 
R38 Uniqueness / Uniqueness 
R39 Sponsored Sponsored Sponsored 
R40 New Audience New Audience New Audience 
R41 Consistence Consistence Consistence 
R42 Yes Yes Yes 
R43 Fun & Interesting Fun & Interesting Fun & Interesting 
R44 Yes & No Yes & No Yes & No 
R45 Stories Stories Stories 
R46 / / Newness 
R47 Presence/Newness / Presence/Newness 
R48 / Yes Yes 
R49 Yes Yes Yes 
R50 Yes Yes Yes 
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Table A16. SMP on which IRLs need improvement 
  CDM BB CDA 
Facebook 9 10 8 
Instagram 13 13 14 
Youtube 7 5 5 
No answer 20 20 18 
Other 6 6 8 
 
Table A17. Other comments about IRLs 
Respondent Answer Explanation 
R1   
R2 Super music, keep going 
R3 Keep up the good work! 
R4 Just keep up the good work. 
R5 Keep up the good work as before, you are the best and success will come by itself 
R6 I truly enjoy everything that CDA Produces and I listen almost daily to the offerings. 
R7 CDA the best for life <3 
R8   
R9   
R10 Keep on going 
R11   
R12   
R13 Boost more 
R14   
R15   
R16 Keep on rocking 
R17 Existence of this Labels are the great alternative choice of radio station 
R18   
R19   
R20 All the brands are attractive, they have unique music and their purpose is to satisfy their fans. They should keep 
with the good work and grow their success. 
R21 One of the best channel on Youtube 
R22 Best of luck 
R23   
R24   
R25 It's a fantastic job done by the channels to spread and keep this different styles of music alive. 
R26   
R27   
R28   
R29   
R30   
R31   
R32 Yes i would like a t-shirt 
R33 More music please :) 
R34   
R35   
R36   
R37   
R38   
R39   
R40   
R41   
R42   
R43   
R44   
R45   
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R46   
R47   
R48   
R49   
R50   
 
Appendix C: Comparative Data Analysis 
Table A18. Facebook Data Base of CDM (January) 










1.01 Wednesday                                   
2.01 Thursday                                   
3.01 Friday                                   
4.01 Saturday                                   
5.01 Sunday                                   
6.01 Monday                                   
7.01 Tuesday                                   
8.01 Wednesday                                   
9.01 Thursday                                   
10.01 Friday                                   
11.01 Saturday                                   
12.01 Sunday                                   
13.01 Monday                                   
14.01 Tuesday                                   
15.01 Wednesday                                   
16.01 Thursday                                   
17.01 Friday                                   
18.01 Saturday                                   
19.01 Sunday                                   
20.01 Monday 1 320 266 52 0 0 2 0 0 9 0 0 1 0 0 0 0 
21.01 Tuesday                                   
22.01 Wednesday                                   
23.01 Thursday                                   
24.01 Friday                                   
25.01 Saturday                                   
26.01 Sunday                                   
27.01 Monday                                   
28.01 Tuesday                                   
29.01 Wednesday                                   
30.01 Thursday 1 502 424 76 0 0 2 0 0 8 0 31 1 0 0 0 0 
31.01 Friday                                   
 
Table A19. Facebook Data Base of CDM (February) 









1.01 Wednesday                                   
2.01 Thursday                                   
3.01 Friday                                   
4.01 Saturday                                   
5.01 Sunday                                   
6.01 Monday                                   
7.01 Tuesday                                   
8.01 Wednesday                                   
9.01 Thursday                                   
10.01 Friday                                   
11.01 Saturday                                   
12.01 Sunday                                   
13.01 Monday                                   
14.01 Tuesday                                   
15.01 Wednesday                                   
16.01 Thursday                                   
17.01 Friday                                   
18.01 Saturday                                   
19.01 Sunday                                   
20.01 Monday 1 320 266 52 0 0 2 0 0 9 0 0 1 0 0 0 0 
21.01 Tuesday                                   
22.01 Wednesday                                   
23.01 Thursday                                   
24.01 Friday                                   
25.01 Saturday                                   
26.01 Sunday                                   
27.01 Monday                                   
28.01 Tuesday                                   
29.01 Wednesday                                   
30.01 Thursday 1 502 424 76 0 0 2 0 0 8 0 31 1 0 0 0 0 
31.01 Friday                                   
 
Table A20. Facebook Data Base of CDM (March) 









1.03 Sunday                                   
2.03 Monday                                   
3.03 Tuesday                                   
4.03 Wednesday 1 456 380 72 0 0 4 0 0 5 0 35 0 0 1 0 0 
5.03 Thursday                                   
6.03 Friday                                   
7.03 Saturday                                   
8.03 Sunday                                   
9.03 Monday                                   
10.03 Tuesday                                   
11.03 Wednesday                                   
12.03 Thursday                                   
13.03 Friday                                   
14.03 Saturday                                   
15.03 Sunday                                   
16.03 Monday                                   
17.03 Tuesday                                   
18.03 Wednesday 1 209 153 10 0 0 4 42 0 11 0 21 0 0 1 0 0 
19.03 Thursday                                   
20.03 Friday                                   
21.03 Saturday 1 173 148 25 0 0 0 0 0 5 0 30 1 0 0 0 0 
22.03 Sunday                                   
23.03 Monday                                   
24.03 Tuesday                                   
25.03 Wednesday 1 333 254 75 0 0 4 0 0 18 0 35 0 0 1 0 0 
26.03 Thursday                                   
27.03 Friday                                   
28.03 Saturday                                   
29.03 Sunday                                   
30.03 Monday                                   
31.03 Tuesday                                   
 
Table A21. Facebook Data Base of BB (January) 









1.01 Wednesday                                   
2.01 Thursday 1 283 236 45 0 2 0 0 0 10 0 15 0 0 1 0 0 
2.01 Thursday 1 204 176 28 0 0 0 0 0 2 0 9 0 0 1 0 0 
2.01 Thursday 1 139 112 26 0 1 0 0 0 2 0 12 1 0 0 0 0 
3.01 Friday                                   
4.01 Saturday                                   
5.01 Sunday                                   
6.01 Monday                                   
7.01 Tuesday                                   
8.01 Wednesday 1 1330 1078 236 2 0 13 1 0 130 82 53 0 0 1 0 0 
9.01 Thursday                                   
10.01 Friday                                   
11.01 Saturday                                   
12.01 Sunday                                   
13.01 Monday 1 554 438 112 0 1 3 0 0 10 0 63 1 0 0 0 0 
14.01 Tuesday                                   
15.01 Wednesday 1 366 305 52 1 0 8 0 0 4 0 17 0 0 1 0 0 
16.01 Thursday                                   
17.01 Friday                                   
18.01 Saturday                                   
19.01 Sunday                                   
20.01 Monday 1 372 319 45 2 0 6 0 0 20 5 10 0 0 1 0 0 
21.01 Tuesday                                   
22.01 Wednesday                                   
23.01 Thursday 1 1027 816 182 5 0 23 1 0 64 21 64 0 0 1 0 0 
24.01 Friday                                   
25.01 Saturday                                   
26.01 Sunday                                   
27.01 Monday 1 570 477 88 1 0 3 1 0 28 17 29 0 0 1 0 0 
28.01 Tuesday                                   
29.01 Wednesday                                   
30.01 Thursday 1 626 494 119 2 0 11 0 0 26 10 37 0 0 1 0 0 
31.01 Friday                                   
 
Table A22. Facebook Data Base of BB (February) 









1.02 Saturday                                   
2.02 Sunday                                   
3.02 Monday                                   
4.02 Tuesday 1 318 264 45 8 0 1 0 0 5 5 21 0 0 1 0 0 
5.02 Wednesday                                   
6.02 Thursday 1 779 607 160 1 0 11 0 0 124 41 91 0 1 0 0 0 
7.02 Friday                                   
8.02 Saturday                                   
9.02 Sunday                                   
10.02 Monday 1 119 102 16 1 0 0 0 0 5 0 2 0 0 1 0 0 
11.02 Tuesday                                   
12.02 Wednesday                                   
13.02 Thursday                                   
14.02 Friday                                   
15.02 Saturday                                   
16.02 Sunday                                   
17.02 Monday                                   
18.02 Tuesday                                   
19.02 Wednesday 1 223 169 50 2 0 2 0 0 5 0 21 1 0 0 0 0 
20.02 Thursday                                   
21.02 Friday                                   
22.02 Saturday 1 45 36 7 2 0 0 0 0 4 0 0 0 1 0 0 0 
23.02 Sunday                                   
24.02 Monday                                   
25.02 Tuesday                                   
26.02 Wednesday                                   
27.02 Thursday                                   
28.02 Friday                                   
29.02 Saturday                                   
 
Table A23. Facebook Data Base of BB (March) 









1.03 Sunday 1 288 235 47 6 0 0 0 0 14 9 17 0 0 1 0 0 
2.03 Monday                                   
3.03 Tuesday 1 81 69 8 2 0 2 0 0 5 0 8 0 0 1 0 0 
4.03 Wednesday                                   
5.03 Thursday                                   
6.03 Friday                                   
7.03 Saturday                                   
8.03 Sunday                                   
9.03 Monday                                   
10.03 Tuesday                                   
11.03 Wednesday                                   
12.03 Thursday                                   
13.03 Friday 1 373 274 93 4 0 2 0 0 32 21 58 0 1 0 0 0 
14.03 Saturday                                   
15.03 Sunday                                   
16.03 Monday                                   
17.03 Tuesday                                   
18.03 Wednesday                                   
19.03 Thursday 1 5400 4407 951 9 7 26 0 0 128 78 557 0 1 0 0 0 
20.03 Friday                                   
21.03 Saturday                                   
22.03 Sunday                                   
23.03 Monday                                   
24.03 Tuesday                                   
25.03 Wednesday                                   
26.03 Thursday                                   
27.03 Friday                                   
28.03 Saturday                                   
29.03 Sunday 1 2800 2291 494 5 1 6 3 0 58 33 384 1 0 0 0 0 
30.03 Monday                                   
31.03 Tuesday                                   
 
Table A24. Facebook Data Base of CDA (January) 
 
 









1.01 Wednesday                                   
2.01 Thursday 1 20 17 3 0 0 0 0 0 1 0 1 1 0 0 0 0 
3.01 Friday 1 19 15 4 0 0 0 0 0 0 0 0 0 1 0 0 0 
4.01 Saturday                                   
5.01 Sunday 1 28 23 5 0 0 0 0 0 0 0 0 1 0 0 0 0 
6.01 Monday                                   
7.01 Tuesday 1 16 14 2 0 0 0 0 0 0 0 1 1 0 0 0 0 
8.01 Wednesday 1 28 24 3 0 0 1 0 0 1 0 4 0 1 0 0 0 
9.01 Thursday                                   
10.01 Friday 1 15 15 0 0 0 0 0 0 0 0 1 0 0 1 0 0 
11.01 Saturday 1 29 24 4 0 0 1 0 0 0 0 4 0 1 0 0 0 
12.01 Sunday 1 12 12 0 0 0 0 0 0 1 0 1 1 0 0 0 0 
13.01 Monday 1 12 12 0 0 0 0 0 0 0 0 1 0 0 0 0 1 
14.01 Tuesday 1 19 16 3 0 0 0 0 0 0 0 1 1 0 0 0 0 
15.01 Wednesday 1 15 15 0 0 0 0 0 0 0 0 1 0 1 0 0 0 
16.01 Thursday 1 15 13 2 0 0 0 0 0 4 0 2 1 0 0 0 0 
16.01 Thursday 1 57 52 5 0 0 0 0 0 3 3 0 0 0 1 0 0 
17.01 Friday 1 10 9 1 0 0 0 0 0 0 0 0 0 1 0 0 0 
18.01 Saturday 1 19 17 2 0 0 0 0 0 1 0 2 1 0 0 0 0 
19.01 Sunday 1 30 29 1 0 0 0 0 0 0 0 0 0 0 1 0 0 
20.01 Monday 1 13 13 0 0 0 0 0 0 0 0 1 1 0 0 0 0 
21.01 Tuesday 1 16 16 0 0 0 0 0 0 0 0 1 1 0 0 0 0 
22.01 Wednesday 1 21 18 3 0 0 0 0 0 0 0 2 0 0 1 0 0 
23.01 Thursday 1 10 10 0 0 0 0 0 0 0 0 1 1 0 0 0 0 
23.01 Thursday 1 46 38 8 0 0 0 0 0 1 0 0 0 0 1 0 0 
24.01 Friday 1 15 14 1 0 0 0 0 0 0 0 0 1 0 0 0 0 
25.01 Saturday 1 18 14 4 0 0 0 0 0 0 0 0 1 0 0 0 0 
26.01 Sunday                                   
27.01 Monday 1 18 16 2 0 0 0 0 0 0 0 0 1 0 0 0 0 
28.01 Tuesday 1 22 20 1 0 1 0 0 0 0 0 0 1 0 0 0 0 
29.01 Wednesday 1 20 18 2 0 0 0 0 0 2 2 3 0 1 0 0 0 
30.01 Thursday 1 8 6 2 0 0 0 0 0 0 0 0 1 0 0 0 0 
31.01 Friday 1 14 11 3 0 0 0 0 0 0 0 0 1 0 0 0 0 
 


















1.02 Saturday 1 17 16 1 0 0 0 0 0 0 0 0 1 0 0 0 0 
2.02 Sunday                                   
3.02 Monday 1 22 19 3 0 0 0 0 0 0 0 6 1 0 0 0 0 
4.02 Tuesday 1 16 16             2 0 1 1 0 0 0 0 
5.02 Wednesday 1 13 12 1 0 0 0 0 0 0 0 0 1 0 0 0 0 
6.02 Thursday 1 16 14 1 0 0 1 0 0 0 0 0 1 0 0 0 0 
7.02 Friday 1 17 15 2 0 0 0 0 0 0 0 0 1 0 0 0 0 
8.02 Saturday                                   
9.02 Sunday                                   
10.02 Monday 1 16 12 4 0 0 0 0 0 0 0 1 1 0 0 0 0 
11.02 Tuesday 1 16 14 2 0 0 0 0 0 0 0 0 1 0 0 0 0 
11.02 Tuesday 1 24 20 3 0 0 1 0 0 1 0 3 0 0 0 0 1 
12.02 Wednesday 1 17 13 4 0 0 0 0 0 1 0 1 1 0 0 0 0 
13.02 Thursday 1 9 7 2 0 0 0 0 219 1 0 2 0 0 0 1 0 
14.02 Friday 1 9 9 0 0 0 0 0 0 0 0 1 1 0 0 0 0 
15.02 Saturday 1 19 17 2 0 0 0 0 0 1 0 3 0 0 0 0 1 
16.02 Sunday                                   
17.02 Monday 1 34 26 7 0 0 1 0 0 1 0 6 1 0 0 0 0 
18.02 Tuesday 1 10 10 0 0 0 0 0 0 0 0 1 1 0 0 0 0 
19.02 Wednesday 1 22 20 2 0 0 0 0 0 0 0 2 1 0 0 0 0 
20.02 Thursday 1 19 17 2 0 0 0 0 0 0 0 1 1 0 0 0 0 
20.02 Thursday 1 20 16 4 0 0 0 0 0 0 0 0 0 1 0 0 0 
21.02 Friday                                   
22.02 Saturday 1 36 31 5 0 0 0 0 0 5 0 2 0 1 0 0 0 
23.02 Sunday                                   
24.02 Monday 1 16 13 3 0 0 0 0 0 1 0 4 1 0 0 0 0 
25.02 Tuesday 1 14 12 2 0 0 0 0 0 1 0 1 1 0 0 0 0 
25.02 Tuesday 1 18 11 6 0 0 1 0 0 0 0 0 1 0 0 0 0 
26.02 Wednesday 1 18 16 2 0 0 0 0 0 1 0 2 1 0 0 0 0 
27.02 Thursday 1 9 9 0 0 0 0 0 196 1 0 1 0 0 0 1 0 
28.02 Friday 1 17 14 2 0 0 1 0 0 0 0 0 1 0 0 0 0 
29.02 Saturday 1 17 15 2 0 0 0 0 0 0 0 0 0 1 0 0 0 
29.02 Saturday 1 25 20 5 0 0 0 0 0 0 0 0 1 0 0 0 0 
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Table A26. Facebook Data Base of CDA (March) 
 









1.03 Sunday                                   
2.03 Monday 1 12 9 3 0 0 0 0 0 1 0 3 1 0 0 0 0 
3.03 Tuesday 1 6 6 0 0 0 0 0 0 0 0 1 1 0 0 0 0 
4.03 Wednesday 1 11 11 0 0 0 0 0 0 0 0 2 1 0 0 0 0 
5.03 Thursday 1 19 17 2 0 0 0 0 0 0 0 9 1 0 0 0 0 
6.03 Friday 1 24 24 0 0 0 0 0 0 0 0 3 1 0 0 0 0 
7.03 Saturday                                   
8.03 Sunday 1 37 32 5 0 0 0 0 0 4 4 1 0 0 1 0 0 
9.03 Monday 1 16 15 1 0 0 0 0 0 0 0 1 1 0 0 0 0 
10.03 Tuesday 1 9 9 0 0 0 0 0 0 1 0 2 1 0 0 0 0 
11.03 Wednesday 1 9 8 1 0 0 0 0 0 0 0 0 1 0 0 0 0 
12.03 Thursday 1 4 4 0 0 0 0 0 0 0 0 1 1 0 0 0 0 
12.03 Thursday 1 18 18 0 0 0 0 0 0 2 0 0 1 0 0 0 0 
13.03 Friday 1 14 11 3 0 0 0 0 0 1 0 2 1 0 0 0 0 
13.03 Friday 1 24 21 3 0 0 0 0 357 1 1 7 0 0 0 1 0 
14.03 Saturday 1 17 16 1 0 0 0 0 0 0 0 3 1 0 0 0 0 
15.03 Sunday                                   
16.03 Monday 1 23 22 1 0 0 0 0 0 3 1 3 1 0 0 0 0 
17.03 Tuesday 1 29 23 6 0 0 0 0 0 0 0 2 0 0 0 0 1 
17.03 Tuesday 1 18 15 3 0 0 0 0 0 0 0 1 0 1 0 0 0 
18.03 Wednesday 1 33 23 10 0 0 0 0 0 0 0 7 1 0 0 0 0 
19.03 Thursday                                   
20.03 Friday                                   
21.03 Saturday 1 18 14 4 0 0 0 0 0 2 0 1 0 0 0 0 1 
22.03 Sunday                                   
23.03 Monday 1 16 14 2 0 0 0 0 0 0 0 0 1 0 0 0 0 
23.03 Monday 1 21 16 5 0 0 0 0 0 1 0 11 0 0 0 1 0 
23.03 Monday 1 6 6 0 0 0 0 0 0 0 0 0 0 1 0 0 0 
24.03 Tuesday 1 10 8 2 0 0 0 0 0 0 0 0 1 0 0 0 0 
24.03 Tuesday 1 15 11 4 0 0 0 0 0 0 0 3 1 0 0 0 0 
24.03 Tuesday 1 115 81 34 0 0 0 0 2000 46 43 18 0 0 0 1 0 
25.03 Wednesday 1 13 10 3 0 0 0 0 0 0 0 0 1 0 0 0 0 
25.03 Wednesday 1 23 21 2 0 0 0 0 136 2 0 1 0 0 0 1 0 
25.03 Wednesday 1 19 18 1 0 0 0 0 1700 1 0 3 0 0 0 1 0 
26.03 Thursday 1 19 17 2 0 0 0 0 0 0 0 0 0 0 1 0 0 
26.03 Thursday 1 12 12 0 0 0 0 0 0 0 0 1 0 0 1 0 0 
27.03 Friday 1 11 9 2 0 0 0 0 0 0 0 0 1 0 0 0 0 
27.03 Friday 1 16 15 1 0 0 0 0 0 0 0 0 0 0 0 0 1 
27.03 Friday 1 16 11 5 0 0 0 0 1500 1 1 0 0 0 0 1 0 
27.03 Friday 1 20 17 2 0 0 1 0 1500 1 0 0 0 0 0 1 0 
28.03 Saturday 1 17 14 3 0 0 0 0 0 1 0 2 1 0 0 0 0 
28.03 Saturday 1 13 13 0 0 0 0 0 0 0 0 2 1 0 0 0 0 
28.03 Saturday 1 18 12 6 0 0 0 0 1700 2 1 0 0 0 0 1 0 
29.03 Sunday 1 9 8 1 0 0 0 0 0 0 0 0 0 1 0 0 0 
29.03 Sunday 1 18 16 2 0 0 0 0 1600 3 3 2 0 0 0 1 0 
30.03 Monday 1 14 13 1 0 0 0 0 0 0 0 2 0 0 1 0 0 
30.03 Monday 1 26 23 2 0 0 1 0 0 1 0 0 1 0 0 0 0 
30.03 Monday 1 12 10 2 0 0 0 0 0 0 0 0 0 1 0 0 0 
30.03 Monday 1 16 16 0 0 0 0 0 961 1 1 3 0 0 0 1 0 
31.03 Tuesday 1 10 8 2 0 0 0 0 0 0 0 0 1 0 0 0 0 
31.03 Tuesday 1 4 4 0 0 0 0 0 700 0 0 0 0 0 0 1 0 
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Table A27. Comparative Data of IRLs content on Facebook 
IRL Month Days Post Emoticon Like Heart Angry Laughing Wow Cryin
g 















28 565 501 61 0 1 2 0 0 19 14 5 27 16 6 5 0 1 
BB 10 5471 4451 933 13 4 67 3 0 431 296 135 309 2 0 8 0 0 







27 486 414 67 0 0 5 0 415 16 16 0 38 20 3 0 2 2 
BB 5 1484 1178 278 14 0 14 0 0 189 143 46 135 1 2 2 0 0 







45 830 701 127 0 0 2 0 12154 130 75 55 97 23 4 4 11 3 
BB 5 8942 7276 1593 26 8 36 3 0 378 237 141 1024 1 2 2 0 0 





100 1881 1616 255 0 1 9 0 12569 165 105 60 162 59 13 9 13 6 
BB 20 15897 12905 2804 53 12 117 6 0 998 676 322 1468 4 4 12 0 0 
CDM 9 3373 2723 574 0 0 21 55 0 71 68 3 279 5 0 4 0 0 
 






January February March Total January February March Total 
 
Content 
CDM 2 3 4 9 0.06 0.1 0.12 0.09 
BB 10 5 5 20 0.32 0.17 0.16 0.21 
CDA 28 27 45 100 0.91 0.93 1.45 1.09 
 
Emoticons 
CDM 822 1380 1171 3373 411 460 375 209 
BB 5471 1484 8942 15897 547 297 1788 795 
CDA 565 486 830 1881 20 18 19 19 
 
Shares 
CDM 31 127 121 279 15.5 42.33 30.25   31 
BB 309 135 1024 1468 30.9 27 205 73.4 
CDA 27 38 97 162 1 1.4 2.15 1.62 
 
Comments 
CDM 17 15 39 71 5.7 5 9.75 7.9 
BB 431 189 378 998 43.1 37.8 75.6 49.9 
CDA 19 16 130 165 0.68 0.6 2.9 1.65 
Interactive 
Comments 
CDM 17 15 36 68 5.7 5 9 17 
BB 296 143 237 676 29.6 28.6 47.4 33.8 
CDA 14 16 75 105 0.5 0.35 1.7 1.05 
Responsive 
Comments 
CDM 0 0 3 3 0 0.75 0.75 0.33 
BB 135 46 141 322 9.2 28.2 64.4 1.61 









Table A29. Shared content on Facebook by type 
 Music Artist Brand Promotion Video/Live Products Music Artist Brand Promotion Video/Live Products 
CDM 5 0 4 0 0 55% 0% 45% 0% 0% 
BB 4 4 12 0 0 20% 20% 60% 0% 0% 
CDA 59 13 9 13 6 59% 13% 9% 14% 6% 
 
Table A30. Week-days on which IRLs share content on Facebook 
Days CDM BB CDA N 
Sunday 0 2 7 13 
Saturday 1 1 10 13 
Friday 1 1 11 13 
Thursday 2 5 11 13 
Wednesday 3 3 12 13 
Tuesday 1 2 13 13 
Monday 1 4 12 13 





















Table A31. Instagram Data Base of CDM (January)  
Date Day Posts Hearts Views Interactive Comments Responsive Comments Music Artist Brand Promotion Video/Live Products 
1.01 Wednesday                     
2.01 Thursday                     
3.01 Friday 1 916 0 4 4 0 0 1 0 0 
4.01 Saturday                     
5.01 Sunday                     
6.01 Monday                     
7.01 Tuesday                     
8.01 Wednesday                     
9.01 Thursday 1 1411 0 36 36 0 0 1 0 0 
10.01 Friday                     
11.01 Saturday 1 1036 0 9 7 0 0 1 0 0 
12.01 Sunday                     
13.01 Monday                     
14.01 Tuesday 1 823 0 9 9 0 0 1 0 0 
15.01 Wednesday                     
16.01 Thursday 1 633 0 7 7 0 0 1 0 0 
17.01 Friday                     
18.01 Saturday 1 1752 0 21 21 0 0 1 0 0 
19.01 Sunday                     
20.01 Monday                     
21.01 Tuesday 1 560 0 11 9 0 0 1 0 0 
22.01 Wednesday                     
23.01 Thursday                     
24.01 Friday 1 651 0 13 9 0 0 1 0 0 
25.01 Saturday                     
26.01 Sunday                     
27.01 Monday                     
28.01 Tuesday 1 1456 0 25 0 0 0 1 0 0 
29.01 Wednesday                     
30.01 Thursday                     














Table A32. Instagram Data Base of CDM (February) 
Date Day Posts Hearts Views Interactive Comments Responsive Comments Music Artist Brand Promotion Video/Live Products 
1.02 Saturday                     
2.02 Sunday 1 688 0 13 2 0 0 1 0 0 
3.02 Monday                     
4.02 Tuesday 1 1404 0 17 0 0 0 1 0 0 
5.02 Wednesday                     
6.02 Thursday                     
7.02 Friday 1 695 0 16 0 0 0 1 0 0 
8.02 Saturday                     
9.02 Sunday                     
10.02 Monday                     
11.02 Tuesday 1 2912 0 56 54 0 0 1 0 0 
12.02 Wednesday                     
13.02 Thursday                     
14.02 Friday 1 1107 0 13 13 0 0 1 0 0 
15.02 Saturday                     
16.02 Sunday                     
17.02 Monday                     
18.02 Tuesday 1 1461 0 25 15 0 0 1 0 0 
19.02 Wednesday                     
20.02 Thursday                     
21.02 Friday 1 868 0 8 8 0 0 1 0 0 
22.02 Saturday                     
23.02 Sunday                     
24.02 Monday                     
25.02 Tuesday 1 497 0 2 2 0 0 1 0 0 
26.02 Wednesday                     
27.02 Thursday                     
28.02 Friday 1 2303 0 26 15 0 0 1 0 0 















Table A33. Instagram Data Base of CDM (March) 
Date Day Posts Hearts Views Interactive Comments Responsive Comments Music Artist Brand Promotion Video/Live Products 
1.03 Sunday                     
2.03 Monday 1 1164 0 7 7 0 0 1 0 0 
3.03 Tuesday                     
4.03 Wednesday                     
5.03 Thursday                     
6.03 Friday 1 924 0 18 0 0 0 1 0 0 
7.03 Saturday                     
8.03 Sunday                     
9.03 Monday 1 2162 0 43 0 0 0 1 0 0 
10.03 Tuesday                     
11.03 Wednesday 1 1412 0 22 0 0 0 1 0 0 
12.03 Thursday                     
13.03 Friday                     
14.03 Saturday 1 882 0 9 0 0 0 1 0 0 
15.03 Sunday                     
16.03 Monday 1 981 0 44 0 0 0 1 0 0 
17.03 Tuesday                     
18.03 Wednesday                     
19.03 Thursday                     
20.03 Friday 1 2211 0 20 2 0 0 1 0 0 
20.03 Friday 1 733 0 18 0 0 0 1 0 0 
21.03 Saturday                     
22.03 Sunday                     
23.03 Monday 1 1630 0 27 0 0 0 1 0 0 
24.03 Tuesday                     
25.03 Wednesday 1 1233 0 15 0 0 0 1 0 0 
26.03 Thursday                     
27.03 Friday 1 2292 0 25 25 0 0 1 0 0 
28.03 Saturday                     
29.03 Sunday                     
30.03 Monday 1 1651 0 11 9 0 0 1 0 0 













Table A34. Instagram Data Base of BB (January) 
Date Day Posts Hearts Views Interactive Comments Responsive Comments Music Artist Brand Promotion Video/Live Products 
1.01 Wednesday                     
2.01 Thursday 1 439 0 0 0 0 0 1 0 0 
3.01 Friday 1 503 0 9 0 0 0 1 0 0 
4.01 Saturday                     
5.01 Sunday                     
6.01 Monday                     
7.01 Tuesday                     
8.01 Wednesday 1 167 0 0 0 0 0 1 0 0 
9.01 Thursday 1 349 0 1 1 0 0 1 0 0 
10.01 Friday 1 201 0 6 0 0 1 0 0 0 
11.01 Saturday 1 103 0 3 0 0 1 0 0 0 
12.01 Sunday 1 93 0 1 1 0 1 0 0 0 
13.01 Monday 1 632 0 12 12 0 0 1 0 0 
14.01 Tuesday 1 482 0 7 7 0 0 1 0 0 
15.01 Wednesday 1 243 0 1 0 0 0 1 0 0 
16.01 Thursday                     
17.01 Friday                     
18.01 Saturday                     
19.01 Sunday                     
20.01 Monday                     
21.01 Tuesday                     
22.01 Wednesday                     
23.01 Thursday                     
24.01 Friday                     
25.01 Saturday 1 1449 0 33 33 0 0 1 0 0 
26.01 Sunday                     
27.01 Monday 1 337 0 2 2 0 0 1 0 0 
28.01 Tuesday 1 539 0 4 4 0 0 1 0 0 
29.01 Wednesday                     
30.01 Thursday 1 199 0 5 5 0 0 1 0 0 












Table A35. Instagram Data Base of BB (February) 
Date Day Posts Hearts Views Interactive Comments Responsive Comments Music Artist Brand Promotion Video/Live Products 
1.02 Saturday                     
2.02 Sunday                     
3.02 Monday 1 337 0 0 0 0 0 1 0 0 
4.02 Tuesday                     
5.02 Wednesday                     
6.02 Thursday 1 116 0 0 0 0 0 1 0 0 
7.02 Friday                     
8.02 Saturday 1 152 0 1 1 0 0 1 0 0 
9.02 Sunday                     
10.02 Monday                     
11.02 Tuesday 1 788 0 26 12 0 0 1 0 0 
12.02 Wednesday                     
13.02 Thursday                     
14.02 Friday 1 194 0 2 0 0 0 1 0 0 
15.02 Saturday                     
16.02 Sunday                     
17.02 Monday 1 154 0 0 0 0 0 1 0 0 
18.02 Tuesday                     
19.02 Wednesday 1 401 0 3 3 0 0 1 0 0 
20.02 Thursday 1 341 0 3 0 0 0 1 0 0 
21.02 Friday 1 245 0 0 0 0 0 1 0 0 
22.02 Saturday                     
23.02 Sunday                     
24.02 Monday 1 195 0 4 0 0 0 1 0 0 
25.02 Tuesday                     
26.02 Wednesday                     
27.02 Thursday                     
28.02 Friday                     













Table A36. Instagram Data Base of BB (March) 
Date Day Posts Hearts Views Interactive Comments Responsive Comments Music Artist Brand Promotion Video/Live Products 
1.03 Sunday                     
2.03 Monday                     
3.03 Tuesday 1 0 609 0 0 0 0 0 1 0 
4.03 Wednesday                     
5.03 Thursday                     
6.03 Friday 1 186 0 1 0 0 0 1 0 0 
7.03 Saturday                     
8.03 Sunday                     
9.03 Monday 1 412 0 7 7 0 0 1 0 0 
10.03 Tuesday                     
11.03 Wednesday 1 212 0 1 1 0 0 1 0 0 
12.03 Thursday                     
13.03 Friday                     
14.03 Saturday                     
15.03 Sunday                     
16.03 Monday                     
17.03 Tuesday                     
18.03 Wednesday                     
19.03 Thursday                     
20.03 Friday 1 0 1148 10 1 0 0 0 1 0 
20.03 Friday 1 467 0 14 10 1 0 0 0 0 
21.03 Saturday                     
22.03 Sunday                     
23.03 Monday                     
24.03 Tuesday                     
25.03 Wednesday                     
26.03 Thursday                     
27.03 Friday                     
28.03 Saturday                     
29.03 Sunday                     












Table A37. Instagram Data Base of CDA (January) 
Date Day Posts Hearts Views Interactive Comments Responsive Comments Music Artist Brand Promotion Video/Live Products 
1.01 Wednesday                     
2.01 Thursday 1 32 0 2 0 0 0 1 0 0 
3.01 Friday 1 19 0 0 0 1 0 0 0 0 
4.01 Saturday                     
5.01 Sunday                     
6.01 Monday                     
7.01 Tuesday                     
8.01 Wednesday                     
9.01 Thursday                     
10.01 Friday 1 21 0 0 0 1 0 0 0 0 
11.01 Saturday 1 17 0 2 2 0 1 0 0 0 
12.01 Sunday                     
13.01 Monday 1 29 0 0 0 0 0 0 0 0 
14.01 Tuesday                     
15.01 Wednesday                     
16.01 Thursday 1 47 0 1 0 0 0 1 0 0 
17.01 Friday 1 35 0 3 0 1 0 0 0 0 
18.01 Saturday 1 45 0 0 0 1 0 0 0 0 
19.01 Sunday 1 38 0 2 1 0 1 0 0 0 
20.01 Monday                     
21.01 Tuesday 1 31 0 0 0 0 1 0 0 0 
22.01 Wednesday                     
23.01 Thursday 1 44 0 4 0 0 0 1 0 0 
24.01 Friday                     
25.01 Saturday 1 41 0 1 0 0 0 0 0 1 
26.01 Sunday                     
27.01 Monday                     
28.01 Tuesday 1 29 0 0 0 0 0 1 0 0 
29.01 Wednesday                     
30.01 Thursday                     












Table A38. Instagram Data Base of CDA (February) 
Date Day Posts Hearts Views Interactive Comments Responsive Comments Music Artist Brand Promotion Video/Live Products 
1.02 Saturday                     
2.02 Sunday                     
3.02 Monday                     
4.02 Tuesday 1 0 271 0 0 0 0 0 1 0 
5.02 Wednesday                     
6.02 Thursday                     
7.02 Friday 1 16 0 1 1 0 0 0 0 1 
8.02 Saturday                     
9.02 Sunday                     
10.02 Monday                     
11.02 Tuesday 1 57 0 0 0 1 0 0 0 0 
12.02 Wednesday 1 40 0 2 2 0 1 0 0 0 
13.02 Thursday 1 0 242 1 0 0 0 0 1 0 
14.02 Friday                     
15.02 Saturday 1 23 0 0 0 1 0 0 0 0 
16.02 Sunday                     
17.02 Monday                     
18.02 Tuesday                     
19.02 Wednesday                     
20.02 Thursday 1 41 0 1 0 0 1 0 0 0 
21.02 Friday                     
22.02 Saturday 1 52 0 2 0 1 0 0 0 0 
23.02 Sunday 1 0 633 0 0 0 0 0 1 0 
24.02 Monday                     
25.02 Tuesday 1 30 0 0 0 1 0 0 0 0 
26.02 Wednesday                     
27.02 Thursday 1 0 201 1 0 0 0 0 1 0 
28.02 Friday 1 35 0 1 1 0 1 0 0 1 













Table A39. Instagram Data Base of CDA (March) 
Date Day Posts Hearts Views Interactive Comments Responsive Comments Music Artist Brand Promotion Video/Live Products 
1.03 Sunday                     
2.03 Monday 1 46 0 2 0 1 0 0 0 0 
3.03 Tuesday                     
4.03 Wednesday                     
5.03 Thursday                     
6.03 Friday 1 59 0 3 3 1 0 0 0 0 
7.03 Saturday 1 29 0 1 0 0 1 0 0 0 
8.03 Sunday 1 39 0 1 0 1 0 0 0 0 
9.03 Monday                     
10.03 Tuesday 1 0 333 5 3 0 0 0 1 0 
11.03 Wednesday                     
12.03 Thursday                     
13.03 Friday                     
14.03 Saturday                     
15.03 Sunday                     
16.03 Monday                     
17.03 Tuesday 1 48 0 3 1 1 0 0 0 0 
18.03 Wednesday                     
19.03 Thursday                     
20.03 Friday                     
21.03 Saturday 1 56 0 4 3 1 0 0 0 0 
22.03 Sunday                     
23.03 Monday 1 37 0 0 0 1 0 0 0 0 
24.03 Tuesday 1 37 0 0 0 1 0 0 0 0 
25.03 Wednesday 1 0 310 11 0   0 0 1 0 
26.03 Thursday 1 32 0 7 7 1 0 0 0 0 
27.03 Friday 1 31 0 0 0 1 0 0 0 0 
28.03 Saturday 1 44 0 1 1 0 1 0 0 0 
28.03 Saturday 1 41 0 0 0 1 0 0 0 0 
29.03 Sunday 1 34 0 0 0 0 1 0 0 0 
30.03 Monday 1 22 0 2 0 0 1 0 0 0 











Table A40. Comparative Data of IRLs content on Instagram 






10 12448 0 311 175 136 0 0 10 0 0 
BB 15 5965 0 149 84 65 0 3 12 0 0 





9 11935 0 285 176 109 0 0 9 0 0 
BB 11 3228 0 56 40 16 0 0 11 0 0 






12 17275 0 302 259 43 0 0 12 0 0 
BB 6 1277 1757 52 33 19 1 0 3 2 0 





31 41658 0 898 610 288 0 0 31 0 0 
BB 32 10470 1757 257 157 100 1 3 26 2 0 
CDA 44 1328 2224 95 67 28 19 10 5 7 3 
 






January February March Total January February March Total 
 
Content 
CDM 10 9 12 31 0.32 0.31 0.39 0.34 
BB 15 11 6 32 0.48 0.38 0.19 0.35 
CDA 14 13 17 44 0.45 0.45 0.54 0.48 
 
Hearts 
CDM 12448 11935 17275 41658 1244.8 1326.1 1439.5 1343.8 
BB 5965 3228 1277 10470 397.6 293.4 212.8 327.18 
CDA 456 317 555 1328 32.6 32.7 32.65 30.18 
 
Comments 
CDM 311 285 302 898 31.1 31.7 25.16 29 
BB 149 56 52 257 9.94 5.1 8.7 8 
CDA 18 13 64 95 1.28 1 3.8 2.15 
 
Interactive Comments 
CDM 175 285 302 610 17.5 31.7 25.2 19.7 
BB 84 56 54 157 5.6 5.1 9 4.9 
CDA 15 13 62 67 1.07 1 3.65 0.85 
 
Responsive Comments 
CDM 136 109 43 288 13.6 12.1 25.2 9.3 
BB 65 16 19 100 4.3 1.45 3.2 3.1 
CDA 3 4 21 28 0.2 0.3 1.24 0.64 
 
Table A42. Shared content on Instagram by type 
Instagram Music Artist Brand Promotion Video/Live Products Music Artist Brand Promotion Video/Live Products 
CDM 0 0 31 0 0 0% 0% 100% 0% 0% 
BB 1 3 26 2 0 3% 10% 81% 6% 0% 





Table A43. Week-days on which IRLs share content on Instagram 
  CDA BB CDM 
Sunday 4 1 1 
Saturday 9 4 3 
Friday 8 7 10 
Thursday 7 5 2 
Wednesday 2 4 2 
Tuesday 9 4 7 
Monday 4 6 5 
Total 43 31 30 
 
Table A44. Basic data and average about IRLs on Instagram 
IRL Posts Followers Average Following Stories Start Date Months of Activity Average 
CDA 380 9022 311 1 11 24.10.2017 29 13 
BB 1035 26700 342 1664 27 20.09.2013 78 13 
CDM 1030 92400 1621 162 5 03.06.2015 57 18 
 
Table A45. IRLs stories on Instagram 
CDM Story N BB Story N CDA Story N 
1 Cocktails 21 1 Playlist 5 1 Live sets/events 31 
2 Food 13 2 Belgrade 1 2 Mixes 8 
3 Essence 8 3 Paris 2 3 Fans 39 
4 Manin Purple 37 4 St. Petersburg 2 4 Meet our Artist 2 
5 Sunsets 15 5 Abu Dhabi 5 5 Releases 98 
   94 6 Marrakech 2 6 Awards 7 
Total   94 7 Dubai 7 7 Playlists 9 
   8 Muscat 3 8 Massmedia 10 
   9 Doha 4 9 Merch 20 
   10 Bahrain 2 10 Charts 8 
   11 Dakar 1 11 Sublabels 1 
    12 Hurghada 1 Total   233 
   13 Sharm El 
Sheikh 
1    
   14 Crete 1    
   15 Mauritius 1    
   16 Bodrum 1    
   17 Santorini 1    
   18 Mazagan 1    
   19 Mykonos 1    
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   20 Caracas 1    
   21 Manila 1    
   22 Prague 1    
   23 Kiev 1    
   24 Baku 1    
   25 Lyon 1    
   26 London 1    
   27 Monte Carlo 1    


















Table A46. Youtube Data Base of CDM 
Videos Comments Views Likes Dislikes N Playlists Videos 
1 14 55000 394 34 1 CDM Ibiza - Chill Out 110 
2 13 30000 239 14 2 Album Previews 61 
Total 27 85000 633 48 3 Monthly 1 Hour Chill Out Mixes 48 
     4 CDM Ibiza - Chill Out 124 
     5 The Best of CDM 98 
     6 Radio 1 
Start Date Views Subscribers   7 HD Ibiza Sunset Videos 18 
13.06.2006 88578069 310000     Total 460 
 
Table A47. Youtube Data Base of BB 
Start Date Views Subscribers Videos Comments Views Likes Dislikes 
21.03.2016 1448032 92300 1 42 10000 329 14 
   Total 42 10000 329 14 
  
Table A48. CDAs channels on Youtube 
CDA Start Date Subscribers Views 
CDA Official 17.05.2017 198000 31278052 
CDA Songs 24.06.2017 64400 978132 
CDA Lounge 07.12.2017 63300 821455 
CDA Ethno World 24.06.2017 77900 16420366 
AODION 24.06.2017 116000 48606501 
Rialians on Earth 17.08.2017 19700 6250905 
 
Table A49. Youtube Data Base of CDA Official 
Videos Comments Views Likes Dislikes N Playlists Videos Posts Explanation Votes Likes Dislikes Comments 
1 135 54000 1500 36 1 Caravan 2 - CDA 14 1 Personal post to fans 0 32 0 13 
2 39 13000 516 10 2 Mediterraneo 2 8 2 Personal post to fans 0 19 0 0 
3 9 5900 203 6 3 Dune - CDA 11 Total   0 51 0 13 
4 114 206000 3400 133 4 The Silk Road - CDA 10       
5 20 11000 504 4 5 Best of CDA 2 18       
6 104 146000 3200 86 6 Oriental Trip - CDA 5       
7 20 10000 363 7 7 Ethno - CDA 7       
8 469 727000 18000 295 8 Caravan - CDA 11       
9 152 203000 2700 100 9 Oriental Touch 2 - CDA 10       
10 52 84000 1300 48 10 Balkan Bar - CDA 11       
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11 183 332000 3900 201 11 Ethno 2 - CDA 11       
12 44 46000 924 28 12 The Best Mixes from CDA 3       
13 47 75000 941 37 13 Popular Uploads 11       
14 67 182000 2500 77 14 Another One 8       
15 14 10000 356 7 15 Best of CDA 12       
16 14 12000 316 7 16 Oriental Touch - CDA 7       
17 23 24000 495 27 Total   157       
Total 1506 2140900 41118 1109          
 
Table A50. Youtube Data Base of CDA Songs 
Videos Comments Views Likes Dislikes N Playlists Videos Posts Explanation Votes Likes Dislikes Comments 
1 2 798 39 0 1 Mediterraneo - CDA 8 1 Quiz Questions 31 7 0 0 
2 3 834 43 0 2 Another One 6 2 Quiz Questions 40 18 0 1 
3 3 983 42 1 3 CDA Songs 15 3 Quiz Questions 21 4 0 1 
4 2 1800 79 1 4 Best of CDA 2 19 Total   92 29 0 2 
5 2 906 46 0 5 Oriental Touch I - CDA 7       
6 1 1800 87 0 6 Ethno 2 - CDA 11       
7 3 1300 63 0 7 Dune - CDA 11       
8 4 1800 82 1 8 Balkan Bar - CDA 11       
9 3 1900 60 1 9 Caravan - CDA 11       
10 2 1700 84 0 10 Oriental Trip - CDA 5       
11 2 1200 37 1 11 Ethno - CDA 7       
12 6 1800 45 1 12 Oriental Touch 2 - CDA 10       
13 2 1500 62 2 13 Best of CDA 2 7       
14 6 1800 55 1 14 Caravan 2 14       
15 0 1400 50 1 15 The Silk Road - CDA 10       
16 1 1700 60 1 16 Enta Omri 9       
17 1 1500 49 1 Total   161       
18 2 1000 45 0          
19 6 2100 74 0          
20 1 2300 62 3          
21 12 2000 81 1          
22 2 1000 48 6          
23 4 3200 99 1          
24 3 3700 110 4          
25 6 1400 66 0          
26 2 1400 23 0          






Table A51. Youtube Data Base of CDA Lounge 
Videos Comments Views Likes Dislikes Posts Explanation Votes Likes Dislikes Comments 
1 7 11000 203 4 1 Personal Post to Fans 0 7 0 0 
2 3 2200 65 2 2 Personal Post to Fans 0 10 0 0 
3 19 22000 395 13 3 Personal Post to Fans 0 9 0 0 
4 8 21000 237 17 Total   0 26 0 0 
5 19 37000 646 21       
6 5 7800 159 8       
7 2 18000 219 8       
8 106 277000 5400 125       
Total 169 396000 7324 198       
 
Table A52. Youtube Data Base of CDA Ethno World 
Videos Comments Views Likes Dislikes N Playlists Videos Posts Explanation Votes Likes Dislikes Comments 
1 237 323000 7600 166 1 Popular Uploads 5 1 Personal post to fans 0 18 0 6 
2 192 191000 3900 87 2 Another One 5 2 Personal post to fans 0 11 0 1 
3 25 36000 584 29 3 CDA Best Songs 21 3 Personal post to fans 0 13 0 13 
4 33 19000 524 29 4 Oriental Thursday with CDA 10 4 Personal post to fans 0 17 0 8 
5 62 46000 786 35 5 Oriental Weekend with CDA 20 5 Quiz Questions 102 31 0 3 
6 114 196000 3500 92 6 Feel the Touch of the Orient 10 Total   102 90 0 31 
7 53 79000 1300 44 7 Oriental Friday with CDA 10       
8 61 73000 956 33 8 Oriental Wednesday with CDA 9       
9 42 32000 799 31 9 Oriental Tuesday with CDA 10       
10 261 685000 11000 294 10 Oriental Monday with CDA 10       
11 102 126000 1900 71 Total   110       
12 126 185000 3900 91          
13 301 724000 11000 380          
14 48 98000 1800 54          
Total 1657 2813000 49549 1436          
 
Table A53. Youtube Data Base of AODION 
Videos Comments Views Likes Dislikes N Playlists Videos Posts Explanation Votes Likes Dislikes Comments 
1 5 1000 45 3 1 Popular Uploads 2 1 Personal post to fans 0 26 0 0 
2 16 1600 81 7 2 Aodion & Peak Live 2 2 Quiz Questions 215 48 0 0 
3 141 153000 2800 197 3 MIX & DJ SETS 2 3 Personal post to fans 0 32 0 1 
Total 162 155600 2926 207 4 Playlists 1 Total   215 106 0 1 





Table A54. Youtube Data Base of Rialians on Earth 
N Playlists Videos Posts Explanation Votes Likes Dislikes Comments 
1 Playlists 2 1 Personal post to fans 0 29 0 0 
2 Songs 1 2   0 29 0 0 
3 Full Albums 1 3      
Total   4 Total      
 
Table A55. Subscribers growth of IRLs on Youtube 
  Subscribers Months Average 
CDA 539300 33 16342 
BB 92300 48 1923 
CDM 310000 165 1878 
 
 
